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The New BOSS 


Blu-Hot 
Burner 


‘The fastest. hottest 
otl-burner in the 
world 


--- BAR NONE! 


Write or wire. A Boss representative will call and 
show you Blu-Hot—the oil-burner that sets a new 
record for quick cooking time. He’ll tell you, too, 
about the new Boss line that’s as hot as the new 
Blu-Hot Burner. THE HUENEFELD COMPANY, 


Cincinnati, Ohio. 56 years of service. 


makers of the famous Boss Oven 
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THE MOST COMPLETE 


a ISTORY 
gV;VE 


LINE IN THE 
O |, 


Eclipse dealers in 1931—are in a position to 
meet every lawn mower demand. For those 
who desire the best in lawn mower quality they 
have the Famous Eclipse models with patented 
goose neck bar adjustment and self-sharpening 
feature—for the medium price buyer the 
Prophet—the Elmco and the Lady are highly 
popular and for the low price buyer the Mid- 
West and the Ace offer unbeatable values. On 
top of this complete range is the Eclipse Power 
Mower—enabling the hardware merchants 

to cash in on the growing demand for 

this equipment. 


ECLIPSE MACHINE CO. 


Prophetstown, Ill. 











The Eclipse Super-Five—Ball and 
Hyatt Bearings. 

The Eclipse Model B—Ball Bear- 
ings. 

The Eclipse Model H—Ball Bear- 
ings. 

The Prophet Model K—Ball Bear- 
ings. 

The Elmco Model R—Ball Bear- 
ings. 

The Lady Model T—Ball Bear- 
ings. 

The Mid-West—Ball Bearings. 

The Ace—Bronze Bearings. 

The Eclipse Power Mower with 
Briggs and Stratton 4-Cycle 
Gasoline Engine. 
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Men who know a good file when they see 
one—look for the NICHOLSON BRAND. 


Your jobber can supply you 


NICHOLSON FILE COMPANY 


Providence, R. |., U.S. A. 


A File for Every Purpose 
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World-wide distribution through reliable deal- 
ers and agencies everywhere—Myers Self- 
Oiling Power Pumps and Water Systems have 
found favor with the leading nations of the 
earth. From supplying water for famous old 
castles and chateaux in many foreign lands to 
pumping water for plantations, small cities and 
villages on the outposts of civilization, they are 
rendering dependable, care free, low cost pump- 
ing service under every conceivable condition. 

And right at home, near. you, in.your own 
locality; in adjoining villages, towns and cities; 
throughout suburban and rural sections; in 
mining and manufacturing centers; wherever 
human activities thrive, Myers Self-Oiling 
Power Pumps and Water Systems are to be 
found supplying water for the humblest of 
needs up to the most pretentious of homes and 
show places where thousands of gallons of 
water are used daily. 

As a dealer, this remarkable line 
of modern pumping equipment 
offers you almost unlimited oppor- 
tunities for profitable business. 
With its firmly fixed reputation for 
excellence of construction and per- 
formance in a complete range of 
units for deep or shallow well ser- 
vice with capacities up to ten thou- 
sand gallons of water per hour, it 
opens up new and wider fields for 
aggressive sales activities. When 
you sell the Myers you tie yourself 
up with the most widely known and 
fastest selling line of pumps and 
water systems in the world. 

We are looking for reliable 
aggressive dealers and distributors. 
Write or wire. 








Tz F.E.MYERS & BRO.¢o. 


ASHLAND, OHIO. 
me 
ah ee 


PUMPS-WATER SYSTEMS - HAY TOOLS -DOOR HA 





PUMPS «= WATER SYSTEMS « HAY TOOLS * DOOR HANGERS 
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A new tool for making inside 
measurements quickly 






Toons 










Constantly telling os are = 
your customers WS Zs ihe a 


Month after month Brown & ' 


- pets -! 






Sharpe advertising is telling 


i j 


the mechanics in your locality . 
about the advantages of using : vw Bee / 

oe | Brown & Sharpe Tools for pre- 
y¥| cision work. 





To further help you to get the 


Maste er To oh 
most out of this advertising we of Indust 


“The N 


' 


offer a complete service of cir- Ves 
eculars describing individual eae ay 

Brown & Sharpe Tools. Sam- ze i itn, | 
ples of these circulars will be shar 


sent upon request. 


Mechanics know the quality 
and reliability of Brown & 
Sharpe Tools from daily use in 
the shop. It’s good business for 
you to concentrate on the tools 
that are most readily accepted. 


Brown & Sharpe Mfg. Co., BS 
Providence, R. I. | “wrowns & mee 2 
BS Eee, 

CT 


Brown & Sharpe Tools 


-*WORLD’S STANDARD OF ACCURACY” 
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Editors on WHEELS 


oA ly 0- 


Tus SymMBou identifies an 
ABP paper...It stands for 
honest, known, paid circu- 
lation; straightforward 
business methods, and edi- 
torial standards that insure 
reader interest... These are 
the factors that make a vall- 
uable advertising medium. 


+ 


—_are making your 


business paper! 


He’s out—but he’s not at the country club. His 
chair is empty this afternoon—but it won’t be 
tonight. He’ll be back from the front with im- 
portant news for you and your business. 


For today your business paper is edited on 
wheels. 


Is there a hint of a new process, a new method, 
a new machine that may cut costs for a whole 
industry? Your editor is there by the shortest, 
swiftest route. 


Is there a rumor of impending price changes— 
of a merger that may affect competition—a tariff 
that may affect exports? Your editor is on the 
ground, looking at emergencies through your 
eyes, getting the facts for you. 


Is there news of a selling plan, a packaging 
idea, a distribution scheme that moves goods 
quickly? He is there, to appraise its value to 
you, to bring you the story of just what happened. 


No wonder your editor is not at his desk. He is 
riding the rails, flying the airlines, touring the 
roads—a reporter at the front, an editor on the way 
home. Andheis doing it allfor you. His reports, 
digested for you, written for you, published for 
you—are yours in the pages of your business 


paper. 


+ + 


HARDWARE AGE IS A MEMBER OF 


THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE - NEW YORK CITY 
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SOLVING “LOST SALES” PROBLEM! 


The Answer to the 200 Lost Sales Recently Bulletined by the Department of Commerce 




















“We are very pleased to tell you that we find a great deal of use for 
HARDWARE AGE CATALOG and could hardly conduct our business with- 
out it as we are continually referring to same for names and addresses of 
manufacturers and we find that it results in real business. 


Within the past week we secured two orders an account of information in 
this catalog and believe that all manufacturers making material for the hard- 
ware trade should be represented in this book.’’ 


BULLOCK-GREEN HARDWARE CO., BUFFALO, N. Y. 

























The Only 
Hardware Buyers’ 
Reference Book 
Specially Compiled 

to fit the 


needs of the 
Sent to every 


Hardware Hard 
Trade ardware 
Jobber & Larger 
Retailer 
° Over 11,000 


Letters of Appreciation 
prove its constant 
value to 
Hardware 
Buyers 


Hardware Age Catalog 


Contains information which means more sales to Hard- 
ware Buyers and Manufacturers. We ask the cooperation 
of Hardware Buyers in making this fact generally known. 
Mention HARDWARE AGE CATALOG when writing 
to Manufacturers. They'll appreciate knowing what helps 
you and themselves. 


HARDWARE AGE CATALOG - 239. 39th St.. New York City 
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AMERIC 


READYLITE LAMPS and LANTERNS 


MERICAN Ready-Lites are better to 
use, consequently better to sell, and 
here are the simple reasons: 


In the first place, they are correct in their 
working principle. No other type of liquid 
fuel lighting device stands comparison with 
the twin-mantle, gas pressure appliance for 
brilliancy and correct diffusion of light. 


American Ready-Lites are ‘“‘fool-proof” in 
operation. They light instantly at the turn 
of a valve and the touch of a match. They 
require no generating; there is no wrong way 


a 


$s wl 





se 








and burn their own gas from gasoline, a low 
cost fuel, obtainable everywhere. 

American Ready-Lites have no wicks to be 
trimmed, adjusted, and replaced. No glass 
chimneys to break or require cleaning. Think 
of the sales advantages of all these features! 
Now American Ready-Lite Lamps have AT- 
TRACTIVE, MODERN PARCHMENT 
SHADES. Thus they become a means of 
interior decoration and as such will sell readily 
to the rural and suburban home-maker. 


Write your firm name and address across 


the corner of this page; clip 
and send it to us. We'll send 
detailed information, prices, 
and the name of your nearest 
distributor. 


to light them. They are ab- shalt 
solutely safe, too, when acci- \ AMERICAN 
dentally upset; fuel cannot a cool Gas Gvehong 
spill. Ready-Lites are not af- 4 etry tome 
fected by wind. They make rts 


AMERICAN GAS MACHINE COMPANY, Inc. 


NEW YORK, N. Y. ALBERT LEA, MINNESOTA OAKLAND, CAL. 
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WICKWIRE BROTHERS 
Hexagon Poultry Netting 





Rust is the arch enemy of Poultry Netting. We 
make all our own Poultry Netting of Open 
Hearth Steel which resists rust much longer 
than Bessemer. Make it complete in our own 
plant from raw material to finished product. 





WEAVING POULTRY NETTING We draw the wire in our own mills—all process- 
Weaving Poultry Netting requires a different machine . : ° 
than the type used for weaving Wire Screen Cloth. In ing through the Steel Plant, Rod Mill and Wire 
this big loom the wires are fed through vertical tubes : D4 “ 
which whirl around each other, making a tight twisted Mill 18 done under our constant, personal a soe = 
mesh as the Netting passes over the roller at the top. vision. 4 





Our method and quality of Galvanizing gives E 
not only a good finish, but added protection. 
More than 50 years’ experience is back of all 

our products. 


% in. % in. 1 in. 


Our Other Products Your Jobber Will Supply You 


Include 


Netwick Poultry Fence 
Galvanized Hardware Cloth 
and the following brands 
of Screen Wire Cloth 
Cortland Black Enameled 
Graywick 


White Metal Finish = OTHERS 





Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


orrices 
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STRIAL C 








“leg tr “Ny 


work of mak- 

ing 1930 a good 

sales year in the 

Kansas City territory 

goes on, increasingly. At the 

end of the first six months, a 

remarkably large number of lines 

were holding their own with the 1929 

record, or bettering it—and improve- 

ment in conditions in the last half con- 
tinues. 9 Merchants in the territory are 
buying with new confidence. Raw material 
purchases indicate a manufacturing faith in 
the immediate future. Millions of dollars are 
being spent in downtown construction; more 
millions in pipeline development, with Kansas 
City the source of supply; further millions in 
industrial development to meet the above- 
normal demand for commodities that over- 
night will send production demand rapidly 
upward. § The Kansas City market was last 
to feel the recent general business hesitation 
—and is first to respond to the new buying confi- 
dence already reappearing. § You can sell in 
the Kansas City territory if you have produc- 
tion and distributing facilities to make the 
prompt and economical delivery that the ter- 
ritory demands. Kansas City serves 19 million 
more economically than any other market— 
it can be your territory if you wish to cultivate 
it intensively from Kansas City. 


oui 
























































OMMITTEE OF THE CHAMBER OF COMMERCE OF 





Nearly % million people live with- 
in one hour by motor car from 
Twelfth Street and Grand Avenue 
in Kansas City, Mo. 


v7) 


The new freight rates between 
Kansas eed and the East have 
abolished the Mississippi basing 
line and given Kansas City a new 
through rate. Write for detailed 
information. 


Industrial Committee Chamber of Commerce, Kansas City, Missouri 
Please send me the facts about Kansas City. I am interested in the 




















see industry. 
Name * 
Firm 
Address — 
City. State 


{I saw your advertisement in Hardware Age} 
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ARE THE HOUSEWIVES OF 
BROWNVILLE | 
WELL ACQUAINTED WITH 
YOUR STORE? 


Don’t neglect the fact that the women of your town and every town are 
increasingly important customers. More and more of the purchases for 
“Home Use” are their exclusive province. Shopping with them is a 
business, and the more pleasurable it can be made the more it attracts , 
them to your store. 


Housefurnishings Pay When They are Actively 
Merchandised 


It has been conservatively estimated that America will spend nine hun- 
dred million dollars for housefurnishings during the present year. This 
amount will be spent in the lines that are applicable to your store and 
your trade. These facts behoove you to give particular attention to 
these lines. 


With the women of the nation holding.the purse strings, the enterpris- 
ing merchants are taking the ladies into consideration. Housefurnish- 
ings, well displayed and stimulated by advertising, mean increased store 
traffic, larger sales, and profits safe in the bank. 


Watch the Housefurnishings issue each month in HARDWARE ACE for 
the live articles on Housefurnishings. They are filled with profitable 
ideas. 
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Quality Rivets 
for 
Quality Products 





Do not waste your time, money 
or ability trying to sell cheap 
rivets that cannot give satisfac- 
tion. We know that nothing but 
the best of workmanship and 
materials are put into our rivets 
to guarantee continuous unfail- 
ing service. Be sure to give your 
customers the best. You cannot 
compromise with Quality. 


Si pproved | 


———by the keenest 
buying brains in the country 








TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


The largest 
factory in the 
world devoted 
to the manu~ 
facture of 
Tubular and 
Clinch Rivets 





20 

maenAn ed 
aan 

aan és “i 























14 HARDWARE AGE for OCTOBER 23, 1930 











THE BASIS OF EVERY SUCCESSFUL SALES PROGRAM t 
IS A CORRECT UP-TO-THE-MINUTE MAILING LIST m 


HARDWARE AGE 
VERIFIED LIST 


OF WHOLESALE AND RETAIL HARDWARE DEALERS IS SUCH A LIST! 


IT’S VERIFIED! 


Recognized as the greatest time-saver, money maker and busi- 
ness developer for the use of the “Up and Doing” Sales 
Manager and Advertising Manager seeking business thru 
distributors of hardware and kindred products obtainable, 


anywhere, at any price. 
Will save postage far exceeding its cost in direct mail work. 
Routes sales staffs without lost effort learning who’s who. 
Eliminates wasteful calls on companies out of business. 


Tells who are hardware jobbers, how much capital invested, 
territories covered, lines carried, number of men travelled, 
company Officers, etc. 

Tells how much business is done annually by each retail hard- 
ware dealer; information of greatest value in sales promotion 
work. 

Makes easy determination of largest jobbing and trading areas 
in the hardware field. 
No other publication like it. A mailing list of unique and out- 

standing value. 

The price of the Eleventh Edition, recently off the press, is 


$15.00 per copy. Next year the price will be $25.00 per copy, 
due to the impossibility of continuing to publish this list for 


$15.00 per copy. 


It would cost you $15,000.00 to $20,000.00 annually to main- 
tain a similar list. 


MAIL YOUR ORDER. 


HARDWARE ACE VERIFIED LIST 
239 WEST 39th STREET, NEW YORK CITY 














GET YOUR COPY NOW! 
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Only ALLITH is like 
ALLITH 


We frequently hear of ALLITH being 
mentioned as one of the leading makes of 
door hardware. We think it a bit unfair. 
There are several makes of good door 
hardware but there is only one ALLITH. 
ALLITH installations, whether for air- 
port, firedoor, garage or industrial use, are 
provably superior. 


There are any number of reasons. Not 
the least is the fact that every ALLITH 
set is made complete from pig iron to 
package in our own factory, under the 
supervision of ALLITH engineers and in 
keeping with the ALLITH standards of 
workmanship. This built-in reliability 
means greater salability for our dealers, 
greater satisfaction for their customers. 


Others have copied, but never equalled, 
the ALLITH features that mean easy oper- 
ation, dependability, unmatched appear- 
ance and long use. 


Garage, Airport, Industrial and Fire 


Door Hardware 


ALLITH-PROUTY COMPANY 


DANVILLE ILLINOIS 


“Always on the Track” 


Allith 




















No. 04283 


For the Customer Who Wants 


SECURITY 


HESE Eagle Padlocks baffle the 

lock breaker for they are made 
of solid blocks of extruded brass—not 
castings. 


There are 6 sizes from 1 to 21% inches, 
with practically unlimited key changes. 
The shackles are of brass or hardened 
steel, made in various heights. 


Many customers think any old padlock 
will do—until something happens. 
Sell them these security Eagle Pad- 
locks for REAL protection. They’ll 
be better satisfied—you’ll make a 
larger profit. 

ow” 

The Eagle Quality Line 
Night Latches Store Door Sets 
Cabinet Locks Padlocks 
Trunk Locks Wood Screws 
Front Door Sets Stove Bolts 


ute IScK co, 


26 Warren Street -- New York 


Bronch Offices: i 
52iCommerce St. 177-79 N.FranklinSt. 14 Bedford St, 
Philodelphia, Pa. Chicogo, Il. Boston, Mas@ 

Works ot Terryville, Conn. 
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Se User Protecrep—every Atkins 
product has the maker’s name 
clearly etched on the blade and is a 
positive guarantee of satisfaction. 

9¢Sreapy Demanp—resale value of 
Atkins Saws and Files is greater 
than just ordinary saws and files. 

10¢Distrisution—Service Plants: 
Atlanta, Chicago, Memphis, New 


1 ¢ 73 Years ExperreENcE—asmanufac- 
turers of high quality saws and files. 
2¢TxHe Best MATERIAL— SILVER 
Street, Atkins’ exclusive formula. 
3° Unirorm TemPpeR—no soft or hard 
spots, hold their tension. 
4ePerrect WorkMansuip—the best 
brains, skill and money can produce. 
&e ExciusrvE Features—in both de- 
sign and finish are exclusive with Orleans, New York, Portland, 


Atkins. y 4 Seattle, San Francisco, Vancouver, 


G«¢Erriciency—cuts faster because of FAMOUS SELLING B. C., and Paris, France. 


sharp, correct shaped teeth and Factortes— Machine Knife, Lan- 


















grinding. REASONS . caster, N. Y.; Grinding Wheel, De- 
‘7° Lone Lastinc—Sitver STexx lasts troit, Mich.; Cantol Waz, Blooming- 
longer than ordinary saw steel. ton, Ind.; Canadian, Hamilton, Ont. 





ATKINS 


SITVER STEEL 






SPE TT 


nomen: 


Satisfy q 
Your Customers 













‘Quality ata Profit 


Selling Atkins SILVER STEEL 
Files,as well as SILVER STEEL 


Saws establishes your store as 


Se. a pee eee oes 
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Atkins SILVER STEEL Files 
satisfy carpenters,mechanics 
and other file users all over 
the world because they cut headquarters for high quality 
faster, easier and last longer. merchandise where your cus- 
The profit is good, and that’s tomers can get their money’s 
what you are interested in— || & © | worth. Made in all standard 
Get Your Share. ES id lengths, kinds, and cuts. 
Send for this beautiful File 


Chart to help you increase your 
sales—it’s FREE. 


INDIANAPOLIS F.C. ATKINS company !NDIANA 
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Capitalizing a Depression 


HE foundations of prosperity are laid in 
time of depression. It is during periods of 
industrial relaxation that attention can be fo- 
cussed on eliminating wastes and inefficiencies 
that were undetected so long as business was 
rolling easily along the smooth highway of 
flush demand. Indeed, it is safe to say that 
the recurring periods of depression which 
American industry has experienced have done 
more for its strengthening and upbuilding 
than have the longer periods of prosperity. 
* *% * 
ROGRESSIVE American executives are 
making the most of this present opportu- 
nity. The events of the past year have taken 
a good deal of the “cocksureness” out of indus- 
try. Its personnel is in a more receptive mood 
for self-examination and constructive criti- 
cism than for many years past. Executives are 
taking advantage of this favorable psycholog- 
ical atmosphere to make a thorough interroga- 
tion of every phase of company activities. They 
are “putting the question mark to work.” 
Widespread efficiency gains are being made 
that were not thought possible a year ago. 
They are not confined to any single phase of 


activity but cover the entire range from sales 
to production methods, indicating that the alert 
and progressive section of industry is rapidly 
placing itself upon a new and higher efficiency 
basis. 


T is significant that lower costs and reduced 

expenses are being obtained through the bet- 
terment of operating methods and the improve- 
ment of equipment rather than through the re- 
duction of wage rates. Not one of the instances 
of successful reorganization of manufacturing 
methods that have come to our attention has in- 
volved the reduction of existing wage rates. A 
recent survey of the membership of the Na- 
tional Association of Manufacturers reveals 
that 82 per cent of those reporting have main- 
tained their wage scales unchanged from last 
year. 


EPRESSIONS cannot continue indefinitely 

in the face of constructive action of this 
sort. The solid foundations are now being laid 
for industrial recovery and for the building of 
substantial future progress. 
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The Beau Brummell 
of the Hardware Industry 

















McKinney Policies | [N 1926 there came upon the hardware scene a family 
of products that was destined to introduce a new 


J } trend " : , 
ws ee era in builders’ hardware. McKinney Forged Iron 


among progressive whole- 


lors and -edlallers to Hardware was this Beau Brummell that made style 
study a manufacturer’s so important to home builders that “price” as a 
policy as well as his selling argument was relegated to a rear seat. 
product. McKsuney Since that time more attention has been given to 


I h in- : 
irl, ae ee style in hardware by practically all producers. 
But McKinney Forged Iron Hardware swept 


modern way of é 
doing business. McKINNE y the country so completely in presenting the 


McKinney polt- decorative possibilities of fine authentic 


cies are so W hardware that the demand for it has in- 
clear-cut that HARD ARE creased steadily each year. McKinney pieces 


they can he pre- 


sented in black . have become such a symbol of homes-with- 
and white in this f or Builders character that they ae, found their way into 
small space. First, magazine illustrations and moving picture set- 
ee wage oe af tings.... McKinney Forged Iron Hardware has 
bares or nll ender always been a very profitable line to the hardware 
houses. Second, develop- trade. It increases the unit of sales. Through insist- 
ment work is concentrated ent demand designs and pieces have been added until 
om the perfection of spe- now any building of any architectural design can be 
essmeaipentinonclic espaol outfitted throughout. ... McKinney Manufacturing 


legitimate hardware trade 


from profitless competition. Company, Pittsburgh, Pennsylvania. 


| 


President | | 





HINGES 

GARAGE HARDWARE 
FORGED IRON HARDWARE 
BUILDERS’ LOCKS AND TRIM 
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Profit Pullers from Here and There 


HARD TIMES “Business con- 
MERCHANDISE ditions also af- 


fect the mer- 
chandise, and in hard times you can 
sell popular-priced merchandise a 
good deal more easily than you can 
the luxuries,” says Edward K. 
Denecke, merchandising manager 
for the James & Hawkins store. 
“We experienced that during the 
last holiday season, when our high- 
priced articles moved a lot more 
slowly than in other years, but the 
moderate-priced goods sold at 
greater volume than previously. 

“T do not think that the medium- 
priced lines should be construed as 
a lowering of quality in all respects. 
We are all carrying goods which fill 
certain specific purposes, or cater 
to certain people’s pocket books. 
We had quite a long discussion 
about a cheap paint and a good 
paint. I think every dealer should 
stock the best paint he can buy. At 
the same time, he needs a short line 
of paint to fit the needs of the man 
who has a temporary job which does 
not require the very best material 
in paint.” 





IN ON THE Should a merchant 


GROUND | seek and maintain 
FLOOR closer relationships 


with other busi- 
ness men in his community? This 
is what Charles D. Starks, hard- 
ware merchant of Far Rockaway, 
L. I., has to say on the subject: 


\ 2 <r hh é ' 
Ren > ' X we = 


“In a small town a bank was 
being organized by a certain group 
from a nearby city, and they re- 
quired, on their board of directors 
a representative business man. The 
hardware merchant of this town 
was selected because of his activi- 
ties among his fellow merchants 
and civic organizations. On this 
board he became acquainted with a 
group of real estate operators who 
were erecting many apartments 
and office buildings. Due to his 
association with these men, he sold 


over $10,000 worth of building 
hardware in a few months, and he 
still receives a large volume of the 
requirements used by tenants of 
those buildings. 





NO NEED FOR Not long ago 
THE TAPE-LINE the  Stollen- 


werk Hard- 
ware Co., Milwaukee, built a two- 
story sheet metal shop back of the 
store at a cost of $15,000. Beneath 
the area between the buildings the 
new and the old basement were 
connected. 





This arrangement afforded a long 
linear stretch along the double- 
basement concrete floor. For 150 
feet the stretch has been marked 
off, foot by foot, with alternating 
long and short strokes of a paint 
brush. 

When the Stollenwerks sell an 
order of ornamental fence, they 
don’t have to hunt up the tape-line. 
They simply unroll the roll on the 
floor and measure off as much foot- 
age as the customer needs. The 
firm sells about ten rolls a year and 
saves a good deai of time by meas- 
uring the fence in this fashion. 


MAILING LIST Mailing lists 
THAT COUNTS ‘restricted to 


persons who 
have deliveries made to their homes 
have proved very successful for 
R. J. Atkinson, Brooklyn, N. Y.— 
far more so than lists made up 
from phone books or obtained else- 
where. He says having had a de- 
livery means at 
least one satis- 
factory contact 
with store which 
gives the direct 
mail advertising 
piece an entree 
for attention. 





ENCOURAGING Here is what 


CHARGE Roland Rob- 
erts, manager, 
ACCOUNTS a tr 


Rochester, N. Y., has to say about 
encouraging good charge accounts: 

“About three years ago we found 
a tendency toward more credit 
business and less cash sales, and 
we directed our efforts toward 
building up our charge accounts. 
In our advertising we used the 
phrase: ‘For your convenience, 
open a charge account at Weed’s.’ 
Of course this did not mean that 
we gave credit to everybody, but 
we opened accounts only with those 
whose credit was good. We also 
sell a number of items on a time- 
payment plan. The lower-priced 
items are paid on a weekly basis, 
and on the higher-priced merchan- 
dise, payments extend over a period 
of ten months. Before selling on 
a contract, our credit department 
investigates the record of the cus- 
tomer, and passes only those whose 
credit record is satisfactory. This 
is a new class of business for us, 
and it has proved very successful.” 





THEY WON’T Speaking of 
SEARCH FOR light in hard- 
YOUR STOCK w2re stores, here 


is what Charles 
-F. Herron, Auburn, N. Y., has to 
say on the subject: 





“A fault one can find with many 
hardware stores is that they end 
in the middle. Too bad, because 
the least valuable display part of 
any store is the front. My sug- 
gestion for any store with a dark 
rear section, is to brighten it up, 
and put important displays there. 
Give it plenty of light. Get your 
customer’s eyes roving toward the 
rear of the store. They will, if it 
is light and attractive, and your 
store will look much larger. 
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ae AUSMANS FUINITURE 


With practically three stores in one Ausman’s at Syracuse, 
N. Y. is forestalling the inevitable competition that comes to 


every suburban center 


How Ausman B 
Them Io It 


NE mile from the down 
() town center of Syracuse, 
N. Y., the Ausman Hard- 
ware Co. is conducting a very in- 
teresting experiment in broaden- 
ing its scope of community ser- 
vice. Out where parking is pos- 
sible, as well as permissible, this 
store is located in a suburban dis- 
trict with 10,000 population. Its 
natural drawing power covers a 
trading area of 10 square miles, 
with an estimated 50,000 people. 
It is planned to add as many 
new, profitable and saleable lines 


of merchandise as space will per- 
mit. If it appears desirable in 
any case to do so, old lines will be 
discontinued to make room for 
new goods. There will be no re- 
strictions on the lines handled. 
Ausman will handle anything and 
everything which he can buy and 
sell right and for which there is 
a definite local market, not already 
adequately served. 

As many down town stores show 
a tendency toward specialization 
and less floor space because of in- 
creasing rents, Ausman is develop- 





By CHARLES J. HEALE 


ing his new store in the opposite 
direction. His range of merchan- 
dise now includes a complete sec- 
ond floor furniture store, the main 
floor with hardware, housefurnish- 
ings, paints, etc., and a basement 
which is really a modern 5, 10, 25 
and $1 chain store with many fea- 
tures not available to most chain 
stores. 

With the exception of drugs, 
clothing, green groceries and other 
perishable foodstuffs Ausman 
Hardware Co. offers a complete 
community store service—so com- 


FURNITURE 


, 3 
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plete that the national chainorgan- 
izations have been somewhat indif- 
ferent about putting up branches 
in this district. President Hervey 
Ausman and his son, Vice-Pres- 
ident Donald D. Ausman, both 
know that retail trade goes to the 
store which builds up and main- 
tains steady store traffic. They 
both know that selling people al- 
ready in the store is comparative- 
ly a simple task, and that the real 
problem is getting sufficient people 
into their new store. 

When planning the new store, 
which has been occupied about 
two years, the executives realized 
that they would have to offer a 
range of goods and values that 
would make it unnecessary for 
people to run down town. They 
knew they had the advantages 
that come with streets wide 
enough and not too congested for 
auto parking. They had a corner 
location and so provided for eight 
spacious windows, that the public 
would be constantly reminded of 
their values and assortment. Gen- 
erous newspaper advertising was 
used to tell Syracuse and environs 
what the new store would offer. 
The parking feature was stressed 
and with it the fact that a trip 
down town was not necessary. The 
basement department was referred 
to.as a chain store department. 
Special values were advertised in 
the paper and the windows. Cir- 
culars were distributed. All told 
the story of a wider scope of com- 
munity service and invited a visit. 
Many well, known chain store 
items at chain store prices or bet- 
ter were emphasized and store 
traffic is developing with reason- 
able rapidity. 





Forestalling Chain Competition 


In adding the furniture and 
chain store goods, the firm knew 
r Le :. this action might forestall the in- 
ar i ie ee ed an. * a fi vasion by national chains and 
peas 5 oo ’ would also discourage a furniture 
branch store. Both these types of 
competitors would naturally not 
stick very closely to their lines 
but would spread very seriously 
into the hardware, housefurnish- 
ings and paint lines that Ausman 
had always carried—and so the 
Ausmans beat them all to it. 
Modern store arrangement and 
the fixtures on the main floor were 
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furnished by W. C. Heller & Co., 
Inc., Montpelier, Ohio. This floor 
is 50 ft. wide and 100 ft. long, 
providing a very good sized and 
complete hardware store in itself 
with sporting goods, electrical 
merchandise, radio, paints, house- 
furnishings, etc. The furniture 
floor measures the same and the 
basement has the same width but 
is 15 ft. shorter in length. 

As can be clearly seen in the 
photographs, Ausman’s new estab- 
lishment might easily be called 
three separate stores. The base- 
ment is a regular chain store in 
arrangement, assortment of goods, 
methods of display, prices and 
types of fixtures. It has all the 
leaders of the well-known five and 
ten-cent store, the 25-cent to a 
dollar store and many other kin- 
dred items which go above the 
dollar mark, giving Ausman a de- 
cided advantage, as he is not 
handicapped by any price restric- 
tion but can develop the basement 
from the 5 cent roint to an un- 
limited high price, should expe- 
rience warrant. 


Leaders in the Basement 


Among the leaders carried in 
the basement are the following 
highlights; a full line of ten-cent 
canned goods; the well known and 
familiar root beer barrel which 
dispenses the large foamy five- 
cent glass of this beverage; the 
same brand of paint as Woolworth’s, 
going, however, up to the 50-cent 
sizes; gift items from 25 cents to 
$5 with a large assortment of 50- 
cent items, as that figure seems 
most popular; a full assortment of 
candies priced in 5, 10 and 25 
cent quantities; playthings at 5, 
10 and 25 cents; ladies’ silk hose 
selling from 49 cents to $1.49 and 
men’s hosiery from 25 cents to $1 
the pair; bathroom fixtures at 10 
and 25 cents; work shirts at $1; 
towels at 10, 15, 19 and 29 cents; 
copy books, pencils, pens, erasers, 
etc., for school children at 2 for 
5 cents, and at 5, 10 and 15 cents 
each; low priced phonograph re- 
cords and all of the other lead- 
ing items which encourage store 
traffic for the well known chains. 
The basement is operated almost 
entirely by three girls and they 
are busy most of the time. 

In some parts of the basement, 


notably in toys and bathroom fix- 
tures, high quality goods are dis- 
played near the cheaper grades, 
and the plan has been entirely sat- 
isfactory. This plan is also used 
on certain cooking utensils and 
kitchen cutlery, although most of 
the better grade hardware and 
housefurnishings are to be found 
on the main selling floor. 

The store is open from 7 a. m. 
to 6 p. m., every week day”except 
Saturday, when the closing hour 
is 9 p.m. The working hours of 
the fifteen employees are stag- 
gered so that there is no strain of 
long hours. Every week specials 
are offered on Friday and Satur- 
day, but are featured in the win- 
dows all week to build up interest. 

Because of the candy and school 
supplies, the basement is a pop- 
ular rendezvous for children and 
they in turn attract their parents 
to the store. The stairway lead- 
ing to the basement is directly in 
the center of the main floor, and 
as the basement is just flooded 








Ask Us Another 


—lIs it better to save money 
than to spend money? 

—No. If we didn’t spend 
money we couldn’t make 
money to save. 


—What is money? 

—Money is merely-a medium 
of exchange—a ticket that 
entitles you to such services 
or things as you may need 
or want. 


—Has money any value? 

—Only inasmuch as it is ex- 
changeable for services or 
things of value. 


—Then spending is good for 
all of us? 

—You bet. Nimble dollars 
make prosperity. Static dol- 
lars make hard times. 


Llew S. Soule 











with light it attracts attention 
even from those whose intended 
purchases were in the main floor 
departments. Every customer is 
invited to visit the basement and 
is told of the “chain store fea- 
tures.” 

On the main floor a radio is kept 
going much of the time but never 
loud enough to be distracting. The 
radio department is directly in 
front of the staircase leading to 
the furniture section on the sec- 
ond floor. Radio sets from $85 to 
$500 are featured as are washing 
machines at $99.50, gas ranges 
from $25 to $150 and phonographs 
from $25 to $350. In the furni- 
ture department there are plenty 
of individual sales of $100 and 
$200. These lines give the store 
ample opportunity to keep up the 
unit of sales and provide the much 
needed “large sales amount” to 
offset the small purchases in the 
basement. 


Basement Pays Its Way 


It is interesting to know, how- 
ever, that the basement or chain 
store division is paying its way 
even on its low unit of sale. The 
overhead, of course, is low. With 
the modern fixtures taking care of 
the stock is a simple and inexpen- 
sive matter. 

The furniture stock is mostly 
moderate priced suites and pieces. 
There are no real cheap or real 
expensive items in this depart- 
ment. It has its greatest appeal 
among those in average circum- 
stances, and as everyone knows it 
is this group of the public which 
keeps the wheels of progress mov- 
ing. Most of the: furniture sales 


~ are on the installment basis, but 


this has not been a serious rrob- 
lem. A substantial down payment 
is required with the balance to be 
paid in six to ten months in equal 
amounts per month. Most of the 
installment payments are made at 
the store, which means that many 
furniture customers are sure to 
visit the store once a month from 
six to ten times after the original 
call. 

As most retailers know, furni- 
ture has a very attractive gross 
margin. It requires, of course, a 
fairly substantial stock invest- 
ment, but little attention other 

(Continued on page 52) 
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Another View of the Utilities Question 


John W. Mott, of Cleveland, Offers Suggestions 


CLEVELAND, OHI0.—After reading 
your article and the comments of your 
readers on the subject of public util- 
ity merchandising it seems that a 
neutral view may be helpful. It may 
be that hardware dealers and jobbers 
can do more to improve the situation 
by correcting their sins of omission, 
and cooperating with the power com- 
panies, instead of attempting to clean 
up the power companies’ house in the 
hope that their own situation will then 
automatically improve. 

There are some good reasons in 
most places for power companies to 
merchandise electrical appliances. Of 
course there can be no excuse for the 
many unethical tactics used by most 
utility companies. However, it is 
doubtful if the average hardware mer- 
chant is in a position to display any 
adequate variety of major appliances; 
the average store in the larger cities 
lacks the floor space. 

An impartial investigation will dis- 
close the fact that power companies 
are primarily interested in sales of 
major appliances. This leaves the 
small appliances, which almost any 
store can find space for, a practical 
and open field for the hardware 
dealer. In calling on several hundred 
hardware merchants it will be found 
that only a negligible percentage carry 
a respectable stock of small appli- 
ances, and it will also be discovered 
that hardware dealers who do carry 
an adequate variety of these appli- 
ances enjoy a fairly satisfactory vol- 
ume of business on appliances. If the 
hardware dealer will carry a skeleton 
stock consisting of the appliances sug- 
gested in a later paragraph, and dis- 
play them all together, he will enjoy 
a volume commensurate with the ef- 
fort put into their merchandising 
through display, salesmanship and ad- 
vertising. 

Last spring an analysis of newspa- 
per advertising on small appliances 
covering the period from Nov. 1, 1929, 
to May 1, 1930, in an Ohio city with 
a population close to 300,000 served 
to show about 85 per cent of this 
effort made by drug stores. Is it any 
wonder drug stores buy and sell appli- 
ances by dozens? This city has a 
very aggressive power company that 


merchandises in about the most un- 
ethical manner possible, yet the drug- 
gists go after small appliance busi- 
ness aggressively and get it. 

In this age there is nothing to be 
gained by deciding that certain mer- 
chandise should be sold through cer- 
tain channels, and waiting for legis- 
lation to restrict or eliminate compe- 
tition; while waiting and fighting, the 
other side is getting the business. 


Must Push Appliances 


The hardware dealer who wants ap- 
pliance business will have to carry and 
properly display, and actively mer- 
chandise, a good variety of appli- 
ances. 

Hardware jobbers will have to mend 
their ways if there is to be a great 
improvement in the volume of appli- 
ances sold by hardware dealers. These 
jobbers will have to become distribu- 
ters for one or two rather complete 
lines of appliances so their salesmen 
can place certain lines with their cus- 
tomers. Too many jobbers carry much 
the same lines of appliances, where- 
as each would do more to improve 
their dealer’s volume by actively push- 
ing one or two lines not carried by 
competitive jobbing houses. This would 
tend to eliminate some direct selling 
now deplored by these jobbers, make 
the manufacturers’ business more 
competitive, give the hardware deal- 
ers better variety to select from, and 
eliminate some duplication of distri- 
bution effort. Some jobbers now show 
a desire to wait until some law is 
passed preventing power companies 
from merchandising before increasing 
their efforts on appliance sales. 

It must be realized that power com- 
panies have invested millions to pro- 
vide floor space for proper display, 
and in building sales organizations to 
popularize new _ electrical items 
through direct sales. It can hardly be 
expected that these investments were 
not justified, and there is little likeli- 
hood that any law will be passed 
which would throw thousands of men 
out of positions many have held for 
years. If any such laws were passed 
subsidiary companies would be formed 
composed of present personnel, and 
the hardware dealer will find himself 


faced with the same competition which 
is now deplored, the only change be- 
ing in its name. 

If any considerable percentage of 
hardware dealers will actively mer- 
chandise small appliances in practi- 
cally any city or town in the country 
they will no doubt find the power com- 
pany willing to discontinue active 
competition in so far as small appli- 
ances are concerned. 

This list of appliances, as sug- 
gested, is subject to considerable 
change, as there is a wide difference 
between small and large hardware 
dealers’ merchandising ability. Re- 
tail prices shown are approximated. 
The entire list is suitable for the av- 
erage store employing three people in 
floor sales work: 


Flat iron, heat-controlled.......... $7.50 
Flat iron, flat mica or no-burn ele- 
OO ACA ere eer ere 3.95 
Toaster, full automatic............ 12.00 
"TOMGIOr, CREOUMIDIBLE 6. cccccccsccee 4.75 
Rs Fa recine eee mee celts ed wes 1.50 
Waffle iron, heat indicator......... 11.00 
Waffle iron, heat indicator......... 8.00 
Waffle iron, heat indicator......... 6.00 
Bem, DOs, GUCHINCOT 6.<. 5c ccc cesen ce 12.95 
Fan, 9-in. or 10-in. straight........ 9.95 
Pc ere eee 5.00 
Curling iron, ¥s-in. barrel.......... -95 
Curling iron, assorted colors, };-in. 
a eae peers ee 1.00 
Heater, chromium, large size...... 7.50 
Heater, large size, solid copper..... 4 
Heating pads, assorted colors...... 5.00 
Hot plate, 3-heat, 2-burner......... 4.50 
Hot plate, 3-heat, 1 burner......... 2.50 
Food mixer, heavy duty, under.... 20.00 
Pércolator, chrom., 9-cup.......... 9.95 
PGLCOULOE, BOND. ci ccc cee wccsee 7.50 
SanGwich toaster .......ccscsseses 10.00 
USm SGC, CHYOMMUM.. 0.60 cicccosse 19.75 
PR BSC, CHYOMMUM 5... 0.05.5 cceoees 24.00 
UF 0 cra an Bld 6 tte dred cles. oivisae 3.75 


Make an attractive display of all 
these appliances in one place in your 
store, and convince the community 
that you sell good appliances at fair 
prices. It would be well for each 
dealer to carry one line as nearly as 
is possible, and it will be better if the 
dealers do not all try to sell the same 
make of appliances. Bear in mind the 
fact that the electrical industry is 
new, consequently it is not safe to 
buy large numbers of any one item, 
as changes and improvements are 
frequent. It is probable that dealers 
buying direct will overbuy and ac- 
cumulate obsolete stocks, whereas this 
difficulty will not be experienced by 
the wise dealer who purchases one or 
two of each item at a time from the 
jobber. 

JOHN W. Mort. 
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“LA VERITE N’EST PAS 


HAVE been asked by the Edi- 

tor of HARDWARE AGE to re- 

ply to a criticism of my re- 

cent editorial, “Hard Times,” 
made by Mr. Roy Dickinson, As- 
sociate Editor of Printers’ Ink, 
which appeared in the Oct. 16 
issue. 

I am sure, in view of the fact 
that Mr. Dickinson has seen fit to 
be extremely severe in his criti- 
cisms, and has, in addition, chal- 
lenged my sincerity and good faith 
by stating that I do not, myself, 
believe what I have written, he 
will be perfectly agreeable to al- 
lowing me, also, to speak from the 
shoulder and criticise his motives 
as well as his opinions. 

In reading over his copy, one is 
immediately impressed with sev- 
eral aspects—the writer has lost 
his temper, after choosing to as- 
sume that I have dared to criticise 
one of his pet endeavors—he evi- 
dently is overimpressed or awed 
by big men, and is willing to ac- 
cept their casual expressions as 
law, which does not permit of 
question—that he is still living in 
the recent jazz era and has not 
been able, as yet, to separate him- 
self from it to the extent that he 
can visualize a possible change is 
self-evident—he has _ based his 
criticism chiefly on assumption 
rather than on the text of my edi- 
torial, placing his own construc- 
tion and meaning on what I ac- 
tually said; then, after having es- 
tablished an entirely new and un- 
tenable proposition, has asked me 
to defend it. 

As an example. among his many 
assumptions, he states that my edi- 
torial was prompted by an article 
which he wrote for Printers’ Ink, 
the data for which he obtained by 
interviewing a number of promi- 
nent business men as to their 
opinions and intentions regarding 
the sustaining of present wage 
levels. 

This is not so, as I do not read 
Printers’ Ink; therefore, have 
not, to this writing, seen the copy 
to which he refers. 


By E. B. GALLAHER 
IN REBUTTAL 


OCTOBER 2nd ISSUE— 

Mr. Gallaher in his regular 
monthly contribution ex- 
pressed an opinion regarding 
the relation of labor and wages 
as they affect the business de- 
pression. This appeared on 
page 36 and was entitled 
“Hard Times.” 


OCTOBER 16th ISSUE— 
Roy Dickinson, Associate Edi- 
tor, Printers’ Ink, took issue 
with some of Mr. Gallaher’s 
statements in the October 2nd 
issue. This appeared on page 
35. 


THIS ISSUE— 
Mr. Gallaher answers the 
points raised by Mr. Dickin- 
son, presenting a thoroughly 
interesting discussion. 


As stated, my critic seems to 
have fallen under the spell of the 
mighty and has taken it upon him- 
self to defend the accuracy of their 
opinions; therefore, I might be 
permitted, as a humble observer, to 
suggest that even the biggest of 
the big, the mightiest of the 
mighty, are often wholly wrong in 
the opinions which they see -fit to 
publicly express. I say publicly, 
because evidence is not lacking that 
they usually know better—do not 
always believe what they publicly 
express—do not act on their own 
public advice; therefore, it is fair 
to assume that their public utter- 
ances are often intended as propa- 
ganda through which they hope, in 
some way, to gain. 

As an illustration, let us look 
back to the period last fall, im- 
mediately after the stock market 
crash—does anybody now believe 
that the leaders of industry who 
met the President at his call, and 
went through a lot of impressive 
motions, like a magician might, 


subsequently issuing solemn state- 
ments that there was no serious 
unemployment question, and would 
be none—that business was only 
temporarily hesitating and would 
be back to normal in a couple of 
months—I ask, does anybody now 
believe that these statements were 
right? 

Does anybody believe that these 
men were right when they again, 
in the early spring, advised the 
country the same way? 

Yet, here we have the President, 
the Chamber of Commerce of the 
United States, and our biggest ex- 
ecutives on record with statements 
which have since developed to have 
been based on pure fiction and made 
without a scintilla of fact in jus- 
tification. 

Again, let us look back to the 


* middle of 1929—-we find these same 


captains of industry telling us that 
a new era was in progress—that 
there would be no more major de- 
pressions—that stocks valued on a 
basis of 30, 40 and even 45-to-1 on 
their earning power were cheap 
and reasonable, and they advised 
the small fellow to buy at these 
prices, mind you, for investment. 
Were such Opinions correct? Did 
they believe this nonsense them- 
selves? Did they “invest” their 
fortunes on their own published 
advice? 

Then we have the spectacle of 
the President of the United States, 
Mr. Coolidge, coming out in a pub- 
lic statement to bolster up the 
boom, which had begun to show 
signs of wobbling, in which he said 
that, in his opinion, securities 
were not overvalued. Does any 
sane man believe that this was his 
real opinion, in view of the statis- 
tical data and splendid advice 
which is always at the hand of our 
presidents? 

Then, if we are not too bigoted 
to admit that the advice of our big- 
gest business men, from our presi- 
dents down, has, at times, proved 
to be absolutely wrong and unjus- 
tified by the facts, should we not at 
least be willing to admit that there 
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S| TOUJOURS BON A DIRE” 


(It Is Not Always Well to Tell the Truth) 


Old French Proverb 


is a possible chance they might be 
wrong now in their publicly ex- 
pressed views that present wage 
levels must be maintained? 

As a matter of fact, these big 
business men were not at any time 
fooled one little bit—they knew 
perfectly well what was taking 
place and what was going to hap- 


pen, just as they know -perfectly ’ 


well what to expect in the future, 
as most of them have lived 
through periods of depression as 
well as periods of prosperity. So 
we must assume, to be real chari- 
table, that they had in mind, in 
their public utterances, the old 
French saying: “La vérité n’est 
pas toujours bon a dire.”—It is not 
always advisable to state the facts. 

As a matter of record, this is the 
exact excuse these big men are 
now giving to justify their mislead- 
ing statements of the past. 

My critic reminds me that manu- 
facturers did not raise wages 
through altruistic motives, but, on 
the contrary, did so in order to cut 
unit costs, whatever this means, 
and suggests that they are main- 
taining the present high-wage levels 
for this sole purpose and not on the 
theory that when a workman re- 
ceives high wages he buys more. 
He then takes me to task for ac- 
cusing manufacturers of selfish- 
ness and_ insincerity. Let us 
briefly review the facts: 

At the beginning of the post-war 
period, we found ourselves with 
vastly greater capacity to produce 
than was our capacity to consume. 

Instead of gearing down our pro- 
ductive capacity to consumption, 
our financial leaders worked out 
the present-day scheme of instal- 
ment selling, whereby vast con- 
sumer credits were made available. 

When this scheme got under way, 
idle plant capacity rapidly became 
active once more, and, with it, de- 
veloped a heavy demand for labor. 
This labor demand soon became 
acute, and we found ourselves bid- 
ding for labor and jumping up 
prices to get it, until, in many in- 
stances, we were forced to pay sev- 


eral hundred per cent more for it 
than ever before. 

Then the unions, taking advan- 
tage of the situation, began to im- 
pose all sorts of arbitrary condi- 
tions, which it is not necessary to 
recite here. 

Manufacturers, for a time, found 
their labor costs mounting to such 
heights that profit was at the van- 
ishing point; this used to be called 
profitless prosperity—they did not 
dare to reduce wages in the midst 
of a boom, as labor then had the bit 
in its teeth; so they did the only 
other things left open to them— 
substitute machiné and process for 
labor—discharge all high-priced 
surplus labor possible—continue to 
pay the same high wages to those 
who remained. 

This substitution of machine 
and process for labor has had the 
desired effect of being able to get a 
vastly greater production with a 
greatly reduced iabor cost, but this 
does not necessarily mean that the 
individual efficiency of the work- 
man has_ increased—it simply 
means that the present unit labor 
cost has been reduced through mak- 
ing machines do what used to be 
done by labor. 

In addition to the mechanization 
of industry, our big business men 
have also greatly reduced their unit 
costs through forming combina- 
tions—eliminating competition— 
in consequence still further dis- 
charging labor—concentrating pro- 
ductive activities—closing down 
eliminated plants, etc. 

So that now the cost of labor, 
in terms of production, is not bur- 
densome to the captains of indus- 


Editor’s Note: These articles by Mr. Galla- 
her, Editor Clover Business Service, Treasurer 
Clover Manufacturing Company, Norwalk, 
Conn., a recognized authority in matters per- 
taining to the Economics of Business—repre- 
sent his own unbiased opinion of the subjects 
treated. 

HARDWARE AGE holds no brief for or 
against the opinions expressed, which are pre- 
sented by Mr. Gallaher as his voluntary con- 
tribution to the Hardware Industry. 

Both the Author and HARDWARE AGE 
will, however, welcome any comments from our 
readers or suggestions of subjects for Mr. Gal- 
laher to discuss in future articles. 


try, where at the commencement of 
the post-war boom it was; and 
where we used to hear tales of woe 
regarding the inefficiency, arro- 
gance and exorbitant cost of labor, 
we now find these same gentlemen 
advancing the doctrine that wages 
are not too high and should be 
maintained. It makes a great dif- 
ference whether one is riding or is 
being ridden. 

My critic states: “There is, it 
seems to me, a wide difference be- 
tween the suggestion in his article 
that local merchants will give out 
work at a low price, and the thought 
that a general deflation in wages 
is necessary, that industrial 
leaders who attempt by good man- 
agement to keep from cutting 
wages are insincere and selfish.” 

He’s partly right, but let us look 
a little further and see if there is 
no selfishness to be charged up to 
these big fellows. 

In the first place, admitting that 
through management—I will not 
admit the “good” part—wages 
have been maintained in certain in- 
dustries at peak levels—let’s see at 
whose expense they’ve been main- 
tained. 

Manifestly, not at the expense of 
the industries cited, but rather at 
the expense of an army of work- 
ing men and women who have been 
permanently thrown out of jobs 
through this “management.” 

Again, who have been those to 
benefit from this new-era manage- 
ment? Labor? The consumer? 
The small merchant? 

No! These so-called economies 
in industry have, in reality, been 
nothing more nor less than a well- 
planned process whereby labor, 
the consumer, and the small busi- 
ness man have been bled white in 
order that those in control could 
enrich themselves; and, while there 
are some exceptions, the rule has 
been that the bulk of the so-called 
savings and economies have gone 
direct into the pockets of a com- 

(Continued on page 50) 
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WHo/MaKEs ORBREAKS 


4é NE of my best men has fallen down on 
OX the job. For more than a month his 
sales have been practically negligible. 
Yet he used to be one of the greatest go-getters 
we ever sent out on the road. Made records that 
were unbelievable. Lately he’s simply gone to 
pieces and I can’t fathom the mystery, try as I 
will. He seems to think that we don’t appreciate 
his services; that we don’t set a high enough 
premium on his ability, and, to make matters 
worse, he’s always squabbling about this, that 
and the other thing. . . . Guess there’s nothing to 
do but let him go.” 

I heard those few remarks during an interview 
with an old jobber friend in a large southwestern 
city. Needless to say, the salesman was discharged. 

Surprise was my natural emotion when I saw 
the same salesman working for a rival jobber in 
the same city a few months later. He was bright, 
energetic, full of pep and evidently holding his 
own with the best of them. I asked his new boss 
about him. 

“I suppose you are surprised to see Fred here,” 
he laughed. “When I heard. he had been fired, 
and the reason for it, I sent for him. It didn’t 
take me an hour to put my finger on the root of 
all his trouble. I set him to work on a good ter- 
ritory and telephoned for his wife. That’s where 
the trouble was.” 

“His wife?” I ejaculated. 

“Yes,” he answered with a paternal chuckle. 

“At least 40 per cent of all the trouble I’ve had 
with salesmen can be traced to their wives’ doors. 
It’s funny, I suppose—but just as true as it is 
funny.” 

“Take Fred’s wife for example. Fred was a 
good provider, kind, loving and idolized by his 
wife. To her he was simply the greatest guy that ever 
lived. He was the pick of all men. She was disappointed 
that everyone else didn’t share her opinion—and above all, 
because she thought the man for whom he was working 
didn’t. She began to sow the seed of discontent in his brain. 

“In the majority of cases the wife usually starts in by 
airing her views to her husband. For a time he dismisses 
them with a pooh-pooh, After a daily repetition of them 
they become part and parcel of him. He listens to her 
tirade so much he begins to take himself too seriously. 
He loses his pep and vitality, his work suffers and, unless 
a redeeming force is brought into play, he loses his job. 
Being constantly reminded that he is underpaid, overworked 
and downtrodden, he forsakes his employer’s interests and 
broods over fancied injuries. It all has a telling effect on 
his sales. 

“It’s simply a matter of wives, wives, wives. The chances 
are ten to one that when a man is slipping, his wife can 
put the brakes on him—if she isn’t the cause of his slipping.” 

Here was an original thought, I mused, and it set me to 
speculating as to how many employers thought of this angle 
of their salesmen’s lives. 

“But,” I broke in with, “although I'll grant this is cer- 





His Wire 


tainly a valuable point, it seems much too delicate a propo- 
sition to handle tactfully.” 

“T’ll admit,” he confessed, “that I made a mess of it at 
first, but someone finally gave me a few pointers about these 
wives, and with a little elaboration I was able to handle 
them to perfection. 

“When Fred’s wife came here at my request, after I had 
taken Fred on, it took me three minutes to find out whether 
I was right or wrong. I could tell that she had a hunch IJ 
knew what it was all about and that Fred was the reason 
for summoning her to my office. Another example of this 
woman’s intuition we hear so much about. 

“We began with Fred. I praised him to the skies and 
had no difficulty in selling her on what a marvelous husband 
and man he was. She heartily agreed with everything I 
said. It was a touchy matter, and I progressed slowly, 
fearing to put my foot in it. 

“We husbands, I told her, are a lot of babies—big 
babies—and we have to be babied at all times, in one form 
or another. 

“I’m taking Fred on because I believe, as you do, that he’s 
as good as any automotive salesman in this part of the 
country. But unless he’s watched and cared for like a little 
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LESMAN? 


A S 





boy and shown that he has to prove he’s good—the same 
thing that happened at his last place will happen again 
and again. 

“We talked on for a few minutes more and when she left 
I was firmly convinced that she would do her part. I was 
right. She has. Fred’s way up at the top of our organiza- 
tion now, and although we put him into a territory that 
doesn’t support a high dollar average, he’ll be leading them 
all before long if the Mrs. pulls for him. 

“You know, it has been proved that in every field of 
endeavor the cases are far and few between in which a suc- 
cessful man’s accomplishments cannot be credited to the 
efforts of some woman, whether she be his sweetheart, wife 
or mother. It’s through her initiative and courage in back- 
ing the man she loves that he is able to do something worth 
while. 

“Reading biography is my hobby. And this self-same fact 
was driven home to me long ago, but I didn’t realize that it 
could be applied right here in my own business until a short 
time ago. 

“The man with the nagging wife never gets anywhere. 
I’ve had an awful job convincing some of these irritable 
wives of the folly of using their husbands as something on 


YS THIS JOBBER 


Wives and their husbands’ jobs are closely re- 
lated. Did you ever stop to think of that? Perhaps 
you'll agree that they are after you have this story 
of how a jobber kept his own salesmen on the up 
and up by enlisting the aid of their wives! 


which to exert their tempers. Whenever one of my men 
begins to slip, I look for the woman behind the trouble. 

“These salesmen’s wives can make or break them. 
Through patience and consolation they can give them all 
the fire and pep they need. If they keep reminding them 
how other women’s husbands are getting ahead so much 
more rapidly and how much cleverer they are, the husband 
in question will begin to slip, and slip quickly. 

“A man places all his trust and confidence in the woman 
he has chosen for his life’s companion. He comes to her 
with his grief, expecting consolation. If he doesn’t get it, 
it’s just too bad, that’s all. 

“Naturally, he’s proud of his wife and wants to win the 
world and lay it at her feet. The moment he begins to feel 
that his wife doubts his ability, he actually will slip. 

“T’ve often heard it said that men’s wives shouldn’t be 
mixed up in their husbands’ business affairs, and I was once 
a firm believer of that theory—and I still am, in a way, for 
I maintain that mixing a man’s home life with his business 
life isn’t good policy. Byt I have never done that. I simply 
see to it that a man’s home life, controlled by the woman 
ruling it, is such that he has all the energy and ambition 
he must have to make his business life a success. 

“Of course, we don’t tell these wives how to run their 
homes. We simply have a friendly talk with them and 
give them to understand how really important they are to 
their husbands’ success. I honestly believe that most wives 
don’t realize the part they play in their husbands’ lives. 

“Direct personal contact, with a carefully planned con- 
versation—such an informal little talk, is the best method. 
You demonstrate to her that she and her husband are en- 
gaged in a business—Husband and Wife, Inc., and that it 
is up to both partners to contribute their share to the suc- 
cess and happiness of the firm. 

“Yes, the wives of automotive salesmen either make or 
break them.” 

“By the way,” I interpolated before using the door marked 
EXIT, “you mention the fact that someone gave you this 
tip about talking to your salesmen’s wives to insure their 
steady progress. I wonder if you’d mind giving me the 
name of the man so that I might have a talk with him?” 

“T’ll never forget his chuckle. 

“I'll give you the name, but you must promise not to seek 
the person out.” 

“In the first place it wasn’t a man.” 

“You mean a woman told you?” 

“Yes,” he answered, “my wife.” 
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wy, Lier S- Seale, tion but one Phase of the 
New York, N.Y. 


Dear sir Question. Unfairness to 


We read with approval your 
article on page 47 of the September issue. 


on cent wae salt MOESLITS. Els somttawe the Consumer likewise 


Utilities in future editions. 













Yours very truly, 


ELLIS BLECTRIC COMPANY, demands consideration. 
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Mr. Lew Sole, 

C/o Hardware Age, Oct. 7, 1930 
239 west 39th St., 
New York, N. Y, 













Mr. Liew Soule, 
Dear Sirs c/o Hardware Age, 
New York City, N. Y. 





nerchandise, sach 


considerable 


We, as retailers of electrical 
as refrigerators, stoves, etc., are havi 











trouble weeting competition of the u ity company here, Dear Sir: 
the Virginia Public Service Company, a subsiduary of the 
Yi ft 
Insull interest of Chicago. ee se an a with ners deal of interest the fight you 
es, we been wagering against the Public Utilit: ngage’ 

For instance, on their Kelvinator, which they the retail geve and the unfair methods they use to obtaie their bust 
sell for $159.50, f.0.0. factory, they are selling g¢his ness. 
installed . and, on their ranges, one they have been Toe Arkansas Valley Gas Co., of 
retailing and list around j130.00 f.0.0 factory, they (which 48 a Dougherty chain) have just suhag oetiton those aes 
are selling for $95.00 delivered completely installed, here in Arkansas City and it went over big, and why not 
while ordinarily the installation charge is 925.00 peg . ° 
range. ¥ Their wen found the prospects by means of a house to 

. ouse canvases this summer and here is how th “at: 

we oelieve, and feel, this is unfair competi- re is how they did it: 
tion, and certainly will put the independent dealer In August they wrote each vrosvect a 1 let 
entirely out of the running. Knowing you have been agi- end enclored a check made vayable to the A. ¥. Fever reg Led 
tating this question somewhat, we would like to know — which they would accept as the down payment on a Heater if they : 
what reaction has taken place, and what steps you think would buy and let then set the stove in Sent. I understand thet was 
hardware dealers and merchants, wno handle electrical the discount they allowed ani I also got it straight that tney sold 
applian can do to combat this evil? de do not feel one hundred (100) Tripple Effect Heaters in the ronta of Sept. j 
that 18 is fair or ethical trade practices to grant a (Not so bed I would s2y). 
monopoly to the public utilities, whose primary object 
as to sell current to use iegitimate merchandise to ADout six (6) months ago they care out with a full page 
further their selfish ends. edvertisenent sbout as follows: 

We will be glad to have un expressi@én from "One dollar puts this beautiful Range in your home 
you as to what is taking place and how we, as dealers, twenty-four (24) months to vay with no intereet and we will do dett- 
can meet such competition. er than that, we will give you $10.00 for your old range, regrrdless 

of rake or size or condition and on top of thet we will gi-e youa 
Yours very truly, complete set of dishes like shown in our window (rgtesl value $10.00) 
How! How! can you pase up such a wonderful opportunity to get one 
4, tT Oo. Inct, of theee beautiful Estate Ranges in your home!" 
\S ¢ ice ee eee 
BFT:R By i” ™ Now do you wonder want we fellows ean do with that ind 








of competition. I would say I done a good stove businese if I 
could sell one hundred (100) Heaters in e yeer. 








I want you to lay a good deel of stress on this unfair 
means when you talk before our Convention at Kansas City. in Jenuary. 
Surely there is sore way the retailer can be helped and 
I still think there is a way to stop this kind of unfair dealing. 
We are et the vercy of euch dealings and I would lice to see it over- 
come. 


Assuring you thet we all will cooperate with you om any- 
thing you can do in our behalf. 


Yours very Truly, 
THE AL G. WRIGHT HDWE CO. 


By: 





Mecb+r ff Tie Board of Directors 
Iwplerent & Heriware Dealers Associetion. 
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Js Opportunities Back oF 


CL riuiries’ M\trcHanpisiNc 


By LLEW S. SOULE 


HE fight against the merchandising policies of 

public service corporations is-rapidly gaining 

ground. Following the lead of HARDWARE AGE, 

other business magazines are taking up the cud- 
gel; legislators are manifesting a distinct interest in 
the matter. Even those publications which serve the 
utilities fields are giving thought and editorial space to 
the subject—not in a vein of criticism against the retail 
merchants who protest at the merchandising policies of 
public service corporations, but rather one of warning 
and admonition to the utilities companies. 


Gas Age-Record, a leader in its field, reproduced in 
full in its October 3rd issue the HARDWARE AGE editorial 
“They Sell Appliances Now—What Next?” With it 
they also published a similar editorial from the 
Plumbers and Heating Contractors Trade Journal, en- 
titled “The Unfair Competition of the Public Utilities.” 


The introduction to these editorials under the head- 
ing “Sales Allies” reads as follows: 


On the following pages we reprint in full two articles 
which appeared this month in two leading business 
papers—The Plumbers and Heating Contractors Trade 
Journal and Hardware Age. Both articles attack the 
gas companies of the United States for their merchan- 
dising policies and practices, and both suggest that 
sufficient data be accumulated to form the basis for a 
complaint to the Federal Trade Commission. 


It is no mere coincidence that these two articles 
should appear within two weeks, and the problem de- 
mands careful thought and immediate action on the 
part of everyone interested in the welfare of the manu- 
factured and natural gas industry in this country. 


Since Colonel Fogg’s memorable address before 
the New England Gas Association in 1928, much 
thought has been given to dealer cooperation by a 
number of leading gas companies in this country. Sev- 
eral plans for active cooperation have been evolved 
and are working successfully with profit for both the 
utility and dealer. 


On the other hand, there are many 


companies which have not yet set up any policy or 
plan for their dealers, and the cooperative movement 
is making slow progress in many sections of the 
country. 


Gas Age-Record will discuss this situation thorough- 
ly in the next few issues so that all possible informa- 
tion and opinion may be presented to the industry 
before the American Gas Association Convention in 
October. 


HARDWARE AGE is in the fight to stay. It will continue 
to voice its sentiments in regard to the selling of mer- 
chandise by Public Service Corporations, openly and 
fearlessly. There will be no mincing of words, and no 
soft pedalling of effort. 


With us it is not merely a question of the Utilities 
Companies adopting certain policies with regard to their 
methods of selling gas and electrical appliances. We 
take the stand that all public Utilities Companies should 
be legally restrained from selling appliances under the 
flimsy excuse of increasing their power loads. We be- 
lieve that the selling*of such appliances by the Utilities 
is inimical to the best interests of the public; that it 
affords an opportunity for dangerous monopoly and re- 
straint of trade. 


The fact that losses accruing to Utilities Companies 
through their merchandising departments are in many 
cases charged to general operating expenses, which are 
used as a basis for service rates, is but a part of the 
menace. 


The real danger lies in the merchandising itself; in 
the opportunity it affords for unfair competition; in the 
opportunity it affords for higher service rates, higher 
merchandise prices, and the foisting of excessive power 
consuming appliances on the public. 


“An ounce of prevention is worth a pound of cure.” 
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Asout Our Ducks 


Now you can identify that rare duck you killed 


FEW men hunt ducks be- 
cause they like to eat them; 
a larger number go duck 
hunting because it gives 
them a day in the open; but the great 
bulk of wildfowlers are interested in 
the sport because ducks are most ex- 
cellent live targets at which to project 
shot. If you have done much hunting, 
you have probably realized that there 
are domesticated ducks that are a 
greater table delicacy; that you can 
find more pleasant weather for the 
day’s outing than the “good duck 
day,” and that skeet will give you al- 
most every type of field shot imagina- 
ble and at any time of the year. 
Now do not misunderstand me. No 
one likes to get his limit of ducks 
more than I do. I am merely sug- 


By A. T. HUIZINGA .- 


In Field and Stream Magazine 


of thought that led me to gather the 
following material. 

I always liked to hunt ducks. The 
more I hunted them, though, the more 
interested I became in them. I knew 
only a few of the common varieties, 
and found that this was also true of 
the average hunter. So I began to 
study them. 

The more a man hunts, no matter 
what it is, the less satisfied he is only- 
to hunt. Witness the thousands who 
have taken up wild animal and bird 
photography, both in still and motion 
picture. When that is not the com- 
panion hobby, it is probably geology, 
botany or zoology. The good hunter 
sooner or later becomes an amateur 
naturalist, and enjoys his hunting all 
the more because of it. 

So it was with my duck hunting. I 


sought information and found mate- 
rial which is so remarkable that I 
wish to pass it on to you. I chanced 
upon two photographs which are the 
basis of the chart below. They were 
furnished by the Field Museum of 
Natural History and show a most au- 
thoritative and complete collection cf 
American ducks. 

To the man seeking a thrill, the fol- 
lowing chart may not be any more 
interesting than a telephone directory, 
though it is just as valuable. It is 
of interest, however, to every duck 
hunter who wants to go beyond the 
three points enumerated in the open- 
ing paragraph. Combining the chart 
with the photographs has enabled me 
to present in a convenient form mate- 
rial that would fill a volume if it were 

(Continued on page 55) 


gesting a few of the steps in the line 


This identification table is to be used with photographs on the opposite page 





MALE PRINCIPAL 
FEMALE|LENGTH] Fatt RANGE 


M Far North |W! 

19.5 General U. S. 
18.5 Brownish 
20.0 Interior U. S. 


NAME HEAD AND NECK BREAST Back BELLY SPECULUM 





hite ang greenish black White Blackish White 
Black and white White Black White 


Brownish Brownish White 
White = chestnut 
Brownish Pale bro G 


SmMew 
HoopEp MERGANSER 








European TEAL Rare 
¢r except 
or W te bar in front of wing 
General U. S. cee = h black 


Southern U. S. 
General U. S. 


paso 18 — black 
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Dark —— 4 brow Bull 


White 
om Black 
Purplish chestnut|Green & purple Bluish green 
ott 


uff Green 
Brownish & white uff 

Chestnut brown sro 
Vhite 

Creamy white 


petted brown 


Chestnut brown 
Mottled brown 

hter {Pale buff 

rown |Streaked brown 


Black and white 
Ashy lilac 


RED-BREASTED MERGANSER 
Shel: ) Gray 





e 
Futvous Tree Duck 
Woop Duck 








General U. S. 


Pacific Coast 
General U. S. 


General U. S. 


GREEN-WINGED TEAL 





Ca TEAL White 


Grayish brown 


Brownish 





White 
any white 
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White 
Buffy brown 
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Rich brown and black 
Cinnamon and dark brown 
4" and white ring 


h buff 
Pike black duck but 
Pale brown and dark 
General U. S. |Resembles male but smaller 
Mottled black and brown 
General U. S. 


East of Rockies 
Li 
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tch on shoulder 
White with black and gray Black = 
Dull white and brownish Grayish white 
le and white White 


Purple & white 
Purple & white 


Dark brown Purple & black 


White Black & white 
White Black & green 


Rich green 


Rare 
General U. S. 


Dark brown 





GADWALL 
(Gray duck, creek duck) 
a Grayish brown 


Grayish blue Purplish gray 


(Wid, 
BLUE-WINCED TEAL 
Black and white |Gra 

White 
Black 
Grayish white 


Black 
Brownish 
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New Eng. Coast 
General U. S. 
General U. S. 
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General U. S. 
General U. S. 
Rare Atlantic 


i pu 


OLD-sQquAW 
(Long-tailed duck) 
BUFFLEHEAD 
wish = 
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AMERICAN GOLDENEYE 
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Barrow’s GOLDENEYE 

cunuee Brownish 
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Scaup Duck (Broadbill) 
WHITE-WINGED SCOTER 


ScoTER 
(Black coot, bapeer-tilt) 
Lasrapor Duc 


(Pied Duck) 
HARLEQUIN Duck 
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Now extinct 
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Smew (male) 

Hooded merganser (male) 
Hooded merganser (female) 
Shoveller (male) 

Shoveller (female) 

European teal (male) 
European teal (female) 
Red-breasted merganser (male) 


. Old-Squaw (male) 
. Old-squaw 
. Bufflehead (male) 
. Bufflehead 


(female) 


(female) 


5. Lesser scaup duck (male) 
3. Lesser scaup duck (female) 
. Ring-necked duck (male) 
. Ring-necked duck (female) 
39. 
40. 


Mounted specimens of American waterfowl from the Field Museum of Natural History, Chicago 


Ruddy duck (male) 
Ruddy duck (female) 


. Scaup duck (male) 

. White-winged scoter 
. Scoter 
. Scoter 
. Labrador duck (male) 





Courtesy of Field and Stream Magazine 


Shoal-Water Ducks and Mergansers 


. Red-breasted merganser (female) 17. 
. Fulvous tree duck (male) 

. Wood duck (male) 

. Wood duck (female) 

. Green-winged teal (male) 

. Green-winged teal (female) 
15. Cinnamon teal 
. Merganser (female) 


(male) 


19 
20 
21. 
22 
23. 


Merganser (male) 

8. Pintail (female) 

. Pintail (male) 

. European widgeon (male) 
Mallard (male) 

. Mallard (female) 
Florida duck (male) 


Diving Ducks and Sea Ducks 


. American goldeneye (male) 61. 
American goldeneye (female) 52 
Barrow’s goldeneye (male) 3 

. Redhead (male) 54. 

. Redhead (female) 55 


(male) 
(male) 
(female) 


. Canvasback 
. Canvasback (female) 
7. Surf scoter (male) 

. Surf scoter 
. Steller’s eider 


Labrador duck (female) 
Harlequin duck (male) 
Harlequin duck (female) 
Rufous-crested duck (male) 
(male) 


(female) 
(male) 


Courtesy of Field and Stream 


60. 
61. 
62. 
63. 
64. 
65. 
66. 
67. 
68. 


. Black duck (male) 

. Gadwall (female) 

. Gadwall (male) 

. Baldpate (male) 

. Baldpate (female) 

. Blue-winged teal (male) 
. Blue-winged teal 


(female) 





Magazine 


Steller’s eider (female) 
American eider (male) 
American eider (female) 
Spectacled eider (male) 
King eider (male) 

King eider (female) 
Pacific eider 

Northern eider (female) 
Northern eider (male) 
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Suggestions for the Care and Conservation 


of Wire Rope 


By A. E. CRIPPS 


John A. Roebling’s Sons Co., New York. 


learned relative to the manufacture, handling 

and operation of wire rope, a sensitive and 
complete mechanism which can be considered as 
machinery. There are many varieties of ropes to 
choose from, and each particular construction and 
grade of rope has been developed for a specific purpose. 
A wire rope designed for use on a steam shovel will 
not operate to advantage when used on a passenger 
elevator. 

Each particular problem requires careful and indi- 
vidual study. Certain definite rules have been laid 
down regarding the construction and care of wire 
ropes. If these principles are violated the life of the 
rope is materially shortened and the result may be 
disaster, for in many instances human lives depend 
on them. 


[) = the past five years much has been 


Importance of Proper Uncoiling or Unreeling 


In the manufacture of wire rope the best raw ma- 
terials are selected for the steel that goes into the 
product. Analyses are taken at each stage of the 
steel-making process and tests for tensile strength, 
elongation, torsion and bending are carried out on indi- 
vidual wires. Care is taken to lay the wires in the 
strand and the strand in the rope under uniform ten- 
sion. After the finished product leaves the factory 
its care becomes the concern of the purchaser. 

But the care of wire rope begins before it is put 
into service. There are two ways of shipping wire 


rope. Long lengths and ropes of large diameters go 


on reels, and short lengths of medium diameters in 


coils. In taking wire rope from a reel the latter should 
be mounted on jacks and the rope pulled off while the 
reel revolves. If from a coil, the coil should be rolled 
along the floor. A reel or coil should never be laid 
on the floor and the rope pulled over the side, as this 
method results in kinks and an excessive twist. 


The ends should always be properly secured by 
“seizing” before a length is cut off. Otherwise, by 
improper handling methods, the original relation of 
tensjon on the wires and strands becomes disturbed, 
and therefore the maximum of service will not be 
secured. This arises from the fact that some strands 
will be forced to carry more than their due share of 
the load. It must therefore be borne in mind that rope 
distortion results from improper handling, unreeling, 
seizing and socketing. 

Proof has been given invariably that the lower grade 
or cheaper ropes are not economical. Final analysis 
shows that the correct construction and quality are of 
primary importance. And the factor of safety at the 
time of removal of a wire rope from service should 
receive consideration in this respect, too. 


Personal Equation Affects This Temperamental Product 


Service records on one installation cannot be cor- 
rectly compared with those on another installation, 
even though they be exactly similar so far as the usual 
data are concerned. The human element must be con- 
sidered. Does the engineer start and stop his machine 
with care? Does he wake up with a grouch in the 
morning and take it out on the hoist? It is therefore 
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necessary to consider each installation as individual, 
and to make the necessary studies, and from these the 
proper recommendation. 

A worn rope shows by its exterior surface whether 
all of its useful life has been obtained. By a compari- 
son of worn ropes is learned the relative amount of 
work accomplished by the 
ropes. Ropes worn to the 


so that the rope starts to wind ‘adjacent to the flange. 
Care should be taken to give the rope a good radius 
rather than a short break over the drum face. It is 
as well to bear in mind that worn flanges influence the 
winding of the rope. 
Plain-faced drums become grooved, these grooves 
being formed by rope which 
has become worn to a reduced 





same extent can safely be 
assumed to have performed 
the same amount of work. 
From this it can be de- 
termined whether or not the 
efficiency of the operation and 
of the equipment has been the 
same in both instances. It is 
upon these factors that one 
decides whether useful work 
has been equally accomplished 
by both ropes. 

This suggests that a great 
amount of non- productive 
work is performed by wire 
rope. It may take the form of 
cutting grooves in sheaves 
which are too small for proper 


ROPER care of wire rope will add 

years to its useful life and will rope. 
prevent breakdowns. 
for handling this most useful piece 
of equipment are carried in this ar- 
ticle, the attention being centered 
mainly on methods for avoiding 
kinks and abrasion and on the sub- 
ject of lubrication. Careful watch- 
ing of the surfaces over which the 
rope is to travel in performing its 
work will save much unnecessary 
wear, distortion and tearing of its 

structure. 


diameter. Therefore the pitch 
of the grooves is less than 
would be proper for a new 
When new rope is 
wound on a drum of this type 
it therefore becomes subject 
to considerable extra abrasion, 
resulting in a shorter life. In 
the same way, grooved drums 
have the grooves worn to such 
an extent by an old rope that 
a new rope, when placed in 
operation, gets pinched. This 
is a difficult situation to cor- 
rect, but it must of necessity 
be taken into consideration. 


Suggestions 


Corrugations in Drum Surfaces 


Another point in connection 





operation, or on rollers which 
have worn down to too small a 
diameter. There is also great- 
ly increased abuse from additional vibrations and ham- 
merings not present in the first place. There may also 
be indications of possibly unsatisfactory lubrication of 
one rope, compared with a previous rope, which would 
result in more rapid wear and deterioration. 


Winding the Rope on Its Drum 

FEW points on design, operation and upkeep 

may be mentioned as materially affecting wire 
rope costs. Adherence to proper standards should 
result in more economical wire rope service. Drums 
should be liberal in design; in fact, in some instances, 
more liberal than is usual in standard practice. Rope 
should wind in the drum with as few layers as pos- 
sible; where there is a greater number of layers, the 
drum diameter should be correspondingly increased, so 
as to reduce the severe crushing pressures set up 
thereby. 

Drums should preferably be grooved, and the pitch 
of the groove should not be too small; neither should 
it be too large, if additional layers of rope are to be 
wound. 

The fleet angle of the rope on the drum should be 
maintained within the usual limit, usually taken at 
1144 deg. This varies, of course, with the ratio of the 
rope diameter to the drum diameter. 

On the subject of drums there must also be a con- 
sideration of the material of which they are made. 
Cast iron is most usual, but it is sometimes found that 
steel castings are necessary. Use of too weak a mate- 
rial increases wire rope costs and means more frequent 
drum replacements. 

Where plain-faced drums are used, a steel starting 
piece should be employed which will help to start the 
rope winding in a true helix. The hole through the 
drum should be placed as close as possible to the flange, 





with drums, both plain and 

grooved, is that they become 
corrugated by the lay of the rope. Such corrugations 
should be eliminated before a new rope is put into 
service. These defects are due to drum material of 
insufficient hardness and to excessive unit radial pres- 
sure. This latter is influenced by the drum diameter 
and the operating tension of the rope. 

Sheaves and rollers of ample diameter are neces- 
sary, also. Here again the grooves may be improper 
for the installation of a new rope. They should be at 
least 1/32 in. above the new rope diameter. Sheaves 
and rollers which are too small will add greatly to wire 
rope abuse, not only because of additional bending, but 
also by the additional abrasive action produced. 

As was mentioned in reference to drums, if corru- 
gations are found on sheaves these should be replaced 
whenever found and the reason for corrugation should 
be determined. When corrugated sheaves are found the 
remedy is either in substituting sheaves of a larger 
diameter or in making them of a harder material, 
better able to withstand the pressures involved. 

Sheaves having grooves which have become deeply 
worn are a source of extra abrasion on the rope, due 
to the fact that the rope wears against the sides of 
the deep groove and the difference in peripheral speeds 
produces a decided grindstone effect. The condition 
should be thoroughly analyzed if the correct solution to 
the trouble is to be obtained. 

Another important consideration in the care of 
wire rope is that of roller equipment, since the amount 
of abrasion can be governed by the proper spacing of 
rollers. The spacing should be unequal, as this tends 
to break up rhythmic vibrations which may occur in 
rope, these having deleterious effects on its life and 
usefulness. It is also recommended that flat-faced 


(Continued on page 60) 











Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 











NEWS .... WEEK 














News of 
Manufacturers 
Jobbers and 
Retailers 

















HARDWARE AGE FOR OCTOBER 23, 1930 





NAYLOR JOINS MACRAE 
TO REPRESENT READING 

The Reading Hardware Cor- 
poration, Reading, Pa., 
made arrangements with Harry 
B. Macrae and Emory S. Nay- 


has 


lor to take over the sale of their 
products on a commission basis 
for the States of Illinois, Indi- 


ana, Missouri, Wisconsin, Min- | 


nesota, Nebraska, Kansas, Iowa, 
North Dakota and South Da- 
kota. It is the intention of the 
company to double the amount 
of stock carried in Chicago, 
thus enabling Macrae and Nay- 
lor to service the entire terri- 
tory from Chicago. The ar- 


rangement goes into effect 
Nov. 1. 
Harry B. Macrae has beeri 


manager of the Reading Hard- 
ware Corporation Chicago office 
for many years, and is well and 
favorably known to the trade. 
His associate, Emory S. Nay- 
lor, has been associated with 
Sargent & Co. for the past 19 
years, part of which time he 
has acted in the capacity of 
Chicago manager. 

The Reading Hardware Cor- 
poration further announces that 
a new catalog is now on the 
press and will be ready for dis- 
tribution in about six weeks. 





W. W. HULFISH WILL JOIN 
WORTH HULFISH 


William W. Hulfish will be 
actively associated with Worth 
Hulfish & Sons, Inc., Alexan- 
dria, Va., wholesale distributors 
of hardware and related lines, 
after Jan. 1, 1931. Until May 1 
Mr. Hulfish was a partner in 





the firm of Sand & Hulfish, 
Baltimore, Md., manufacturers’ 


representatives in hardware 
lines. J. Q. Sand has since car- | 
ried on the business with the 
assistance of his associates, who 
have been connected with the 
firm for many years. 

In May, 1909, Mr. Hulfish 
became a partner in the Sand 
& Hulfish organization. Imme- 
diately after he began calling on 
the jobbing trade in Virginia, 
West Virginia, eastern Tennes- 
see and western North Carolina, 





in which territory he built up 
a considerable volume of busi- 


| ness for his firm. 





WILLIAM J. ALLEN DIES 


William J. Allen, 67, died in 
his home at Scarsdale, N. Y., 
Sept. 16, after an illness of six 
weeks. He was born in New 
York City and entered the em- 
ploy of George Borgfeldt & 
Co., New York City, 42 years 
ago, being hired by the founder 
of the firm. He was possessed 


with an unusual memory for | 


names and faces, being able to 
recognize visiting buyers when 
they entered. Mr. Allen would 
inquire about members of cus- 
tomers’ families or townspeople 
of the different people entering 
the offices. His widow, a son 
and a daughter survive. 





GEO. FOREMAN JOINS 
KEN-WEL CO. 


George Foreman joined the 
Ken-Wel Sporting Goods Co., 
Inc., Utica, N. Y., Oct. 1, to 
assume complete control of the 
company’s golf division. Mr. 


Foreman is a former super- 
vising executive in charge of 
the golf division of A. G. 
Spalding & Bros. factory in 


England. Later he was con- 
nected in the same capacity 
with Wimbar, Inc., manufac- 


turers of high-grade golf clubs. 
catering exclusively to profes- 
sionals. 





MEMPHIS ASS’N HOLDS 
MEETING AND SUPPER 


The Memphis Retail Hard- 


| ware Dealers’ Association, 
Memphis, Tenn., held a well- 
attended meeting and Dutch 


| supper, Oct. 14, at the Strat- 


ton-Warren Hardware Co. plant 
in that city. Clyde Zink, North 
Memphis Coal & Hardware Co., 
Memphis, is chairman of the 
nominating committee. Elections 
will take place at the Novem- 
ber meeting. Leslie Stratton 
and W. C. Stephanson discussed 
trade conditions and outlook at 
the meeting. 





GEO. W. EADIE PASSES; 
TREAS. OF BOOSTERS 
George W.* Eadie, age 58, died 

Monday, Oct. 13, following an 

illness of nearly a year, which 

had kept him confined to his late 
home, 2311 Foster Ave., Brook- 
lyn, N. Y. Since 1891 he had 





GEO. W. EADIE 


been a salesman for Harmon & 
Dixon, 42 Murray St. New 
York City. For 36 years he 
covered the Metropolitan ter- 
ritory and was intimately ac- 
quainted with all of the hard- 
ware and mill supply trade. In 
every trade activity he always 
participated and was loved by 
a host of friends, who will miss 
him greatly. 
4 


One of the organizers and 
charter members of the N. Y. 
Hardware Boosters, George W. 
Eadie had been their treasurer 
for nearly 15 years. Until his 
recent illness he had _ never 
missed a meeting of that or- 
ganization. Held in the great- 
est esteem by every Booster, 
his enforced absence during the 
past year was a source of great 
regret and always a topic of 
discussion at each monthly 
meeting. He was a_ true 
Booster, all the name implies, 
and as such his passing is a 
distinct loss to the field he 
served so well. He made a 
host of friends and kept them. 

Mr. Eadie was intensely fond 
of his family and his home. He 
is survived by his widow, Mrs. 
Edna R. Eadie, and his son, G. 
Crawford Eadie. 





ROBBINS RETIRES FROM 
WADSWORTH, HOWLAND 


Charles S. Robbins, vice- 
president, treasurer, director 
and general manager of Wads- 
worth, Howland & Co., Inc., 
Boston, Mass., paint manufac- 
turers, has announced his re- 
tirement from active business. 
For forty-one years he has been 
| identified with the company. In 
| 1924 he was president of the 
| New England Paint and Oil 
' Club... 








Charles Treman Dies; 


Charles E. Treman, 62, presi- 
King & Co., 
N. Y., wholesale hard- 


16 


in his home in that city. In 
1889, after graduation from 
Cornell University, he entered 
the hardware business, becom- 
ing president of the firm of 
Treman, King & Co. in 1919. 
He became a member of the 
firm, which his brothers, Leon- 
ard and Lafayette, founded, in 
1892. Mr. Treman was a di- 
rector of the Tompkins County 
National Bank and the Ithaca 
Savings Bank. He was presi- 
dent and one of the founders of 
the Ithaca Trust Co. In 1925, 
Mr. Treman headed the New 
York State Bankers Associa- 
tion. 


dent, Treman, 
Ithaca, 


ware -distributors, died Oct. 





Mr. Treman held several ap- 


34 





Headed Treman, King 


pointive offices including: State 
superintendent of public works, 
membership in the State com- 
mission on Barge Canal Opera- 
tion and membership in the 
State highway commission. In 
1913 he was made head of Gov- 
ernor Sulzer’s commission to 
work out plans for the future 
highways of the State. During 
the World War he was food ad- 
ministrator for New York 
State, excepting New York 
City. He was always actively 
interested in working for his 
alma mater, and its advance- 
ment. He is survived by Mrs. 
Treman, two sons, daughter and 
a brother, Robert H. Treman, 
a banker, who is chairman of 
the Finger Lakes State Park 
Commission and a former di- 
rector of the New York Fed- 
eral Reserve Bank. 
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MID-WEST RADIO 
DEALERS’ CONVENTION 


The first annual convention 
of the Mid-West Radio Deal- 
ers’ Association was held at the 
Hotel President, Kansas Cit. 
Mo. More than 220 dealers be- 
came members of the associa- 
tion during the convention. The 
exhibit was open for three days 
and nights. Members of the or- 
ganization come from Missouri, 
Kansas, Arkansas, and Okla- 
homa. L. M. Metzler, Law- 
rence, Kan., furniture dealer, 
is head of the new group. G. W. 
Weston, 921 Walnut Street, 
Kansas City, Mo., is secretary- 
manager. 

A feature of the convention 
was the radio exhibition given 





by 13 distributing houses, in- 
cluding The Townley Metal & 
Hardware Co., Kansas City, 
Mo.; Harbison Mfg. Co., Kan- 
sas City, Mo., and the Richards 
& Conover Hardware Co., Kan- 
sas City, Mo. 





J. B. SHANKLIN JOINS 
KING HARDWARE CO. 


J. B. Shanklin recently joined 
King Hardware Co., Atlanta, 
Ga., wholesale hardware dis- 
tributors, as representative of 
the company in South Carolina. 
During the past several years 
he has been a factory repre- 
sentative in South Carolina. 
Previous to his work as factory 
representative he covered the 


territory for the King organ- 
ization. Mr. Shanklin is mak- 
ing his headquarters at Ander- 
son, S.C: 


O’CONNOR REPRESENTS 

RICHARDS & CONOVER 

J. B. O’Connor has been made 
a traveling representative by 
Richards & Conover Hardware 


Co., Kansas City, Mo. His 
territory includes southwest 
Kansas, northwest Oklahoma, 


northwest Texas, northeast New 
Mexico, and southeast Colorado. 
Mr. O’Connor had been a house 
salesman for several years with 
the Richards & Conover com- 
pany. 





National Federation of Hardware and 
Implement Dealers Convene in Chicago 


At the thirty-first annual con- 
vention of the National Fed- 
eration of Implement Dealers’ 
Associations, held in Chicago, 
Ill., Oct. 8-10, N. G. “Gus” 
Bender, Sutton, Neb., urged a 
one-price policy upon every re- 
tailer. Mr. Bender told the 
members who were meeting at 
the Hotel Sherman that the 
German business phrase, “Hier 
wird nicht gehandelt,”’ was a 
good policy to follow. He said 
that it literally means in Engfish 
“no haggling here.” 

Mr. Bender said that he 
learned the lesson in that phrase 
when selling binders for his 
father. He had made 19 sales 
and wanted to make 20 the 
total, so he offered a farmer 
a tarpaulin as an inducement. 
He got the order, but his father 
insisted that all of the people 
he sold should also get the free 
tarpaulins. The point made 
quite some impression on the 
convention’s 82 delegates who 
represented 14 member associa- 


tions. Many of the members 
handled both implements and 
hardware. 


Albert A. Doerr, A. A. Doerr 
Mercantile Co., Larned, Kan., 
president of the Federation, 
presided at all sessions. Officers 
and directors of the association 
for 1930-31 are: President, 
E. C. Barton, Vermilion, S. D.; 
vice-president, Mr. Bender, Sut- 
ton, Neb., and directors: S. E. 
Dillavou, Champaign, III.; Clay- 
ton Lehman, Lehman Hardware 
& Implement Co., Newton, 


Kan.; Mr. Doerr, H. S. Kevs- 
sen, Fredericksburg, Iowa, and 
D. M. Bottorff, Columbus, Ind. 

Members of the committees 
are: Credentials: James Wal- 
lace, 


Council Bluffs, Iowa, 





| chairman; Charles A. Partridge, 


Owatonna, Minn.; Fred C. 
Scott, Peoria, Ill.; S. E. Lar- 





ALBERT A. DOERR 


sen, Grand Rapids, Mich., and 
H. L. Covert, Abilene, Kan. 
Resolutions: Mr. Lehman, 
chairman; C. R. Peters, Win- 
terset, Iowa; Stanley M. Sel- 
lers, Lebanon, Ohio; Mr. Ben- 
der; A. A. Martini, Sebewaing, 
Mich., and Mr. Bottorff. Nom- 
inations: George P. Wagner, 
Jasper, Ind., chairman; Tom 
N. Witten, Trenton, Mo.; R. A. 
Lathrop, Hope, N. D.; E. P. 
Lynch, Faribault, Minn., and 
Mr. Sellers. Auditing: John 
A. Buxton, Owatonna, Minn., 
chairman; Le Roy Smith, San 
Francisco, Cal., and Charles H. 
Chase, Ames, Iowa. 

In the first resolution retail 
relief was asked of the manu- 
facturers. The resolution pointed 
out the severe effects of the 
drought upon agriculture and 
the necessity of extending un- 
usual terms to assist farmers 





and dealers in farming sections. 
It mentioned that similar crises 
had been passed through and 
further said: “We urge and 
earnestly request such terms 
from the manufacturer which 
will be of vast encouragement 
to the dealer as well as to 
stimulate further output to the 
consumer.” 

Other resolutions were adopt- 
ed to the following effect: pro- 
testing against recognition by 
manufacturers of so-called deal- 
ers unequipped to do business; 
recommending the use of manu- 
facturers’ suggested retail 
prices by dealers; urging retail- 
ers to study their costs; dis- 
approving price concessions 
made by some makers to farm 
corporations and mortgage and 
loan companies; recommending 
an increase in judicious retail 
advertising ; commending those 
manufacturers who refer con- 
spicuously to dealers’ service in 
their advertising; urging the 
advertising of resale prices; 
recommending modern facilities 
for doing business; protesting 
against the engagement in the 
retail business by manufac- 
turers, directly or indirectly. 

Secretary Herbert J. Hodge 
said in his annual report: “You 
should so conduct your delibera- 
tions at this time as to encour- 
age your constituents and, if 
possible, disabuse their minds of 
the thought that business has 
gone to everlasting smash.” 

“The dealers’ business, gen- 
erally speaking,’ he said, “has 
not been satisfactory. Many 
find themselves overstocked, 
collections practically nil and 
pay day at hand. It is easy, un- 
der such circumstances, to be- 
come pessimistic. The low 
price level of farm products, 
the drought’s effect on crops, 
the business depression, all give 
opportunity for statements that 








ED. S. HUGHES MERGES 
WITH PENICK-HUGHES 


The Ed. S. Hughes Co., Abi- 
lene, Kan., and the Penick- 
Hughes Co., Stamford, Tex., 
have consolidated. The retail 
business of the Penick-Hughes 
organization continues under the 
direction of Col. R. L. Penick. 
Ed. S. Hughes will handle the 
wholesale business. The whole- 
sale business of Penick-Hughes 
at Wichita Falls will also be 
turned over to the Hughes com- 
pany. . 

Wholesale units of the Hughes 
company at Abilene, Lubbock, 
Tex., and San Angelo, Teéx., 
will continue under that firm’s 
management, as will its retail 
store in Abilene. 


the country is having the hard- 
est time of its history.” 

Mr. Hodge pointed out that 
many dealers were discouraged 
to the point where they felt 
that they could employ their 
capital in other fields of mer- 
chandising to greater advantage. 
He held that the present-day 
conditions are “not comparable 
to those earlier days of recov- 
ery from war expansion. Fur- 
ther, he stated that worse agri- 
cultural years had been passed 
through. He thought that deal- 
ers and manufacturers should 
work together to help pass the 
period we are now in. 

On the second day of the 
convention the delegates were 
luncheon guests of the sales and 
advertising department of the 
National Association of Farm 
Equipment Manufacturers, 
whose annual convention was 
in session across the Loop, at 
the Congress Hotel. There 
President Doerr of the deal- 
ers’ organization delivered a 
strong message from the re- 
tailers to the manufacturers, 
emphasizing several trade re- 
forms that have long been ad- 
vocated. The joint session was 
addressed by Congressman Clyde 
Kelly of Pennsylvania, co- 
author of the Capper-Kelly Bill, 
which is to come up for action 
in Congress next December. 

On the Monday before the 
Federation meeting at the Hotel 
Sherman the secretaries of the 
constituent associations met to 
discuss coming State and re- 
gional convention programs. 
Officers of the group are as 
follows: President, Willard 
Wilson, Washington C. H., 
Ohio, secretary of the Ohio 
association; vice-president, S. E. 
Larsen, Grand Rapids, Mich., of 
the Michigan association, and 
secretary, Fred G. Scott, Peo- 
ria, Ill., secretary of the Il!inois 
organization. 
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FRANK BAACKES DEAD AT 68 


Vice-President American Steel and Wire Company 


Passes Away 


As we go to press word is 
received of the death of Frank 
Baackes, vice-president and as- 
sistant to the president of the 
American Steel & Wire Co., at | 
Chicago on Sunday, Oct. 19. 

Mr. Baackes had been en- 
gaged in the manufacture of 
steel and wire products for 
more than half a century, be- 
ginning work at the age of 16 
in the nail mills at Obermilk- 
Diisseldorf, Germany. Later he 
came to the United States and 
began work in a nail factory in 
Cleveland, Ohio. In 1881 he be- 
came superintendent of this fac- 





tory and four years later he 


introduced the standard wire | 


at Chicago 


FRANK BAACKES 





nail, until then very little used 
in this country. He organized 
the Salem Wire Nail Co. of 
Salem, Ohio, for the manufac- 
ture of this new product, re- 
maining as its general manager 
until the American Steel & 
Wire Co. of Illinois absorbed 
it in 1898, where he held the 
same position. 

Mr. Baackes was elected a 
director in 1900 and was made 
vice-president in 1905. 

In June of this year he was 
injured in a fall while on a 
visit to his summer home at 
Sayner, Wis. 

The entire hardware 
try as well as the steel indus- 
will suffer a distinct loss 
well- 


indus- 


try 
in the demise of this 
known important figure. 


The Revised National Retail Hardware Association 
Resolution on Utilities Merchandising Policies 


After the regular report of 
the Resolutions Committee at | 
the St. Louis Congress of the 
National Retail Hardware As- 
sociation last June, a_ special 
resolution on the selling of ap- 
pliances by power companies 
was offered from the floor by 
B. L. Noojin, president of the 
Southeastern Retail Hardware | 
and Implement Association. 

Mr. Noojin stated that the 
resolution had been rather hur- 
riedly drawn and was perhaps 
not perfect in form. However, 
its intent was plain and had the 
approval of the delegates pres- 
ent. On motion, it was unani- 
mously adopted, with the provi- 
sion that it be carefully studied 
and any necessary revisions 
made before it was given pub- 
licity. This action was approved 
by Mr. Noojin. 

Since that time the revisions 
have been made and approved 
by the Board of Governors of 
the association. 

It reads as follows: 

“It is the well-defined theory 
of public utility operation that 
the rates for light, heat, power 
and kindred service shall be so 
regulated by the public service 
commissions of the several 
States as to pay operating costs 
and yield a reasonable rate on 
investment and that the con- 
suming public shall have that 
protection to insure which pub- 
lic utility legislation was en- 
acted. 

“But through a_ misapplica- 











B. L. NOOJIN 
Who Presented the Resolution 


tion of the advantages available 
to them as public service mo- 
nopolies, many utility companies 
have been and are engaged in 
the business of selling electrical 
and gas appliances, such as 
toasters, percolators, grills, 
waffle irons, stoves, heaters, 
sweepers, washin machines, 
irons and ironers, refrigerators, 
lamps, fans, and the like, with- 
out segregation of such mer- 
chandising operations from their 
primary functions, with the re- 
sult that all the costs of such 
appliance selling, regardless of 
how they may exceed the usual 
costs for similar operations, are 
absorbed in the general expense 
account and affect the rate 
structure either in increasing or 
in maintaining higher rates than 





would otherwise be necessary. 

“Such handling of a mer- 
chandising activity in connec- 
tion with a public utility func- 
tion is against the public inter- 
est in that users of the utility 
service are required to pay 
higher rates than would be nec- 
essary if the appliance selling 
operations of the power com- 
panies were separately conduct- 
ed and compelled to pay their 
own way, and is unfair com- 
petition for others properly en- 
gaged in the selling of appli- 
ances and whose merchandising 
operations must of necessity ab- 
sorb all’the costs thereof. 

“Tt is, therefore, the sense of 
this Congress of the National 
Retail Hardware Association, 
meeting in St. Louis, June 23 
to 26, 1930, and representing the 
retail hardware merchants of 
the United States, that the pub- 
lic service commissions of the 
various States be urged to in- 
vestigate such practices to the 
end that the merchandising of 
appliances by public utility com- 
panies may be entirely segre- 
gated froin the utility service 
functions, and that all expense 
of such merchandising opera- 
tions, including store rentals, 
the cost of selling, installing, 
servicing, advertising and other 
promotion, credits and collec- 
tions, and losses from reposses- 
sions and otherwise, be excluded 
from the costs considered in 
determining the rates to be 
charged for light, heat, power 
and kindred services.” 





STANDARD IS ISSUED ON 
SCREW THREADS 


The Bureau of Standards, 
U. S. Department of Com- 
merce, has issued, as of Sept. 
16, Commercial Standard CS24- 
30, on American National 
Standard Screw Threads. It 
contains a list of the acceptors 
and makes available for con- 
venient use six of the most es- 
sential tables of dimensions of 
fastening screws. This stand- 
ard is identical with the 1928 
report of the National Screw 
Thread Commission, Bureau of 
Standards, miscellaneous publi- 
cations No. 89. Figure and 
table numbers are identical with 
those in the report of the 
N. S. T. C. for convenience in 
making references. It concerns 
coarse and fine threads. In ad- 
dition to the tables and history 
of the report, an acceptor’s 
blank and request for commer- 
cial standards blank is included. 

This and other standards may 
be procured from the Superin- 
tendent of Documents, Wash- 
ington, D. C., for 10 cents per 
copy. 


CENSUS REPORTS ON 
SYRACUSE HDW. STORES 


(From Our Washington Bureau) 


The 48 retail hardware stores 
in Syracuse, N. Y., reported 
net sales aggregating $1,432,477 
in 1929, according to the Bu- 
reau of the Census. These 
stores had 114 full-time em- 
ployees whose salaries and 
wages totaled $189,406. Inven- 
tories at cost were $506,952. 

The same report, the fourth 
to be issued on retail distribu- 
tion, showed that Syracuse had: 
20 paint and glass stores, whose 
1929 sales were $952,671. They 
had a personnel of 60 full-time 
employees whose salaries and 
wages were $159,144. Invento- 
ries at cost were $225,156. 

The wholesale distribution 
census report for Syracuse 
showed five hardware wholesale 
establishments with net sales of 
$2,062,549. They had 135 full- 
time employees whose salaries 
and wages were $240,084. The 
average sales per establishment 
was $412,510, and stocks on 
hand at the end of the year 
totaled $610,476. 

(Net sales aggregating $501,- 
049 were made in 1929 by the 
four wholesale paint and var- 
nish houses in Syracuse, which 
had 35 employees whose salaries 
and wages were $46,484. The 
average sale per establishment 
was $125,262, and stocks on hand 
amounted to $146,218. 
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WALL ROPE WORKS IS 
100 YEARS OF AGE 


Wall Rope Works, New 
York City, is celebrating 100 
years in business. At the age 
of 11, William Wall, founder 
of the company began working 
for his mother’s _ brother, 
Michael Weaver, master rope 
maker of Philadelphia, Pa. At 
the age of 15 he was appren- 
ticed to the trade. At 30 he 
had his own rope walk, which 
has continued to grow since 
that time. In 1856, at the age 
of 56, he retired from active 
business. He served the village 
of Williamsburg, later part of 
the old city of Brooklyn, as 
trustee, commissioner of water 
works, commissioner of high- 
ways and mayor. Mr. Wall be- 
came a congressman during the 
Civil War and was instrumental 
in founding the Williamsburg 
Savings Bank, which he headed 
for years. He was also one of 
the founders of the First Na- 
tional Bank of Williamsburg. 

Mr. Wall’s sons succeeded 
him. Prior to the Civil War 
the plant employed 550 men, 
producing from 175 to 200 tons 
of rope a week. The plant was 
moved to Beverly, N. J., in 
1903. William F. Wall is 
chairman of the board and C. 
Frederick Wall, son of. the 
founder, is president. H. M. 
Wall, another son of the 
founder, is vice-president of the 
firm. 


TIPTON REPRESENTS 
STRATTON-WARREN CO. 


T. L. Tipton has been given 
the southern Arkansas territory 
for Stratton-Warren Hardware 
Co., Memphis, Tenn. He had 
previously been one of the com- 
pany’s specialty men. 


W. J. SCOTT DIES 


William J. Scott, 63, died at 
Ford Hospital, Detroit, Mich., 
Oct. 1. He was a member of 


Scott Bros., hardware retailers, 
Marine City, Mich, and a 
brother of A. J. Scott, secre- 
tary, Michigan Hardware Asso- 
ciation. Mr. Scott, whose death 
resulted from heart disease, was 
a native of Marine City, the 
son of pioneer residents of the 
city. He spent all of his life, 
except five years, in his home 
town. The time away from 
Marine City was spent in the 
West for his health. 

Mr. Scott was a contractor in 
building materials and also op- 
erated a real estate office. He 





| 
was a director of the Liberty 
National Bank in Marine City. 
The winter months he lived 
in Ypsilanti, Mich., with his 
brother Henry, living in Crys- 
tal Beach during the summer 
months. Crystal Beach was 
built by Mr. Scott. The firm 
of Scott Bros. was founded 43 
years ago. 


OLDIN REPRESENTS 
CHICAGO SCREW CO. 


Arthur K. Oldin is represent- 


ing the Chicago Screw Co., Chi- | 


cago, Ill. With Kansas City, 
Mo., as his headquarters, he 
is visiting the wholesale distrib- 
utors in Missouri, Iowa, Kan- 
sas, and Nebraska. He has been 


with the Chicago Screw Co. for 
the last eight years and is said 
to be one of the youngest trav- 
elers calling on the hardware 
distributing trade. 

Mr. Oldin was married re- 
cently to Miss Sally Perkins, 
Wheaton, II1l., daughter of Bert 
S. Perkins. Mr. Perkins has 
covered the central territory 
for Gill Bros. Glass Co., Phila- 
delphia, Pa., for many years, 
which is the same section which 
Mr. Oldin covers for the screw 
organization. 


H. G. NEWCOMER HEADS 
FARM EQUIPMENT ASSN. 


Consensus of opinion at the 
thirty-seventh annual conven- 
tion of the National Association 
of Farm Equipment Mfr’s., 
held Oct. 8-10 at Chicago, II. 
was that the farmer, intensely 
interested in reduction of cost, 
is eagerly turning to the use of 
machinery, and this fact gives 
assurance that the future of 
farm equipment business is se- 
cure. Much thought was given 
to the subject of bankers’ aid 
in retail implement distribution. 

A. E. McKinstry, Interna- 
tional Harvester Co., president 
of the association, said that the 
farmer today appears to have 
about the same ability to pur- 
chase as in 1921. He went on 
to say that the farmer is in a 
much better frame of mind with 
regard to farm equipment than 
he was in the previous depres- 
sion. Mr. McKinstry says that 
when the farmer is able to get 
back into the market for the 
equipment he needs he will do 
so more speedily and strongly 
than he has done in the past. 
Charles Deere Wimans, presi- 
dent, Deere & Co., believes that 
ultra-optimists and pessimists 
belong in the same category, 
as they are both prone to exag- 
gerate. 

The following officers were 





elected: H. G. Newcomer, Eu- 
reka Mower Co., Utica, 'N. Y., 
president; Daniel Seltzer, Ohio 
Cultivator Co., Bellevue, Ohio, 
executive chairman; H. 5S. 


H. G. NEWCOMER 


vice-president Hart- 
Carter Co., Peoria, Ill., vice- 
president, and J. R. Tranter, 
secretary and general manager 
Hardie Mfg. Co., vice-presi- 
dent. William Butterworth, 
president United States Cham- 
ber of Commerce and chairman 
of the board of Deere & Co. 
and Alexander Legge, chair- 
man Federal Farm Board were 
made honorary life members of 
the association. 


Lord, 


KANSAS CITY ASSN. HEARS 
POLICE HEAD 


August F. Behrendt, police 
commissioner, Kansas City, Mo., 
addressed the Kansas City Im- 
plement Hardware and Tractor 
Club, Oct. 13, at the Hotel 
Muehlebach in that city, on 
the subject “Shock Troops in 
Times of Peace.” Mr. Behrendt 
stressed the need for a* united 
public sentiment in aiding the 
police in suppressing what he 
styled a “crime ware war going 
on in our midst that requires 
equal vigilance on the part of the 
public as well as the police de- 
partment.” 

Thirty-four members, repre- 
senting some of the 40 firms 
belonging to the association, at? 
tended. F. E. Van Buskirk, 
sales manager, Richards & Con- 
over Hardware Co., Kansas 
City, Mo., is president of the 
club; William H. Oliver, divi- 
sional sales manager, John 
Deere Plow Co., is vice-presi- 
dent, and Lewis A. Lincoln, 
editor, Hardware Trade Jour- 
nal, is secretary-treasurer. Wil- 
liam H. Oliver is slated to be 
the next president of the club. 
The club has decided to enter- 
tain the 4H Club boys and girls 
at the coming American Royal 
Livestock Show, at which time 
the young folks will be taken 
on a bus tour of the city. 





| ganization 
| Auto-Strop Safety Razor Co., 
| New York City. 
| also ends patent litigation be- 
| tween the two companies. 





GILLETTE MERGES WITH 


AUTO STROP RAZOR CO. 


It is reported that following 
a meeting of the board of di- 
rectors of the Gillette Safety 
Razor Co., Boston, Mass., held 
Oct. 15, that the Gillette or- 
had absorbed the 


The merger 


By 
the agreement the Auto-Strop 
Co. will receive a new issue of 
310,000 shares of $5 preferred 
stock equivalent to a share for 
share basis on both A and B 
stock of Auto-Strop, which to- 
tals also 310,000 shares. 

By the merger Henry J. Gais- 
man of the Auto-Strop com- 
pany, N. Penrose Hallowell and 
Charles E. Cotting of Lee, Hig- 
ginson & Co., bankers, with 
David B. Stern, A. G. Becker 
& Co., will become members of 
the board of directors. The new 
executive committee of the Gil- 
lette company will consist of 
Philip Stockton, Henry J. Ful- 
ler, Mr. Gaisman, Mr. Hallo- 
well and Mr. Stern. 

The Gillette organization was 
founded in 1901 with an origi- 
nal investment of $5,030. With 
no additions to capital other 
than from earnings, it has 
grown to a size enabling it to 
distribute its razors throughout 
the world. 


AMMANN WINDOWS ARE 
DECORATED FOR SEASON 


The windows of the M. N. 
Ammann, Riverhead, L. LI., 
store, have been decorated for 
the coming season in a manner 
that is attracting much atten- 
tion. Frank Tatum, right hand 
man of the store, has a large 
display showing guns, shells, 
duck decoys, hunting togs and 
two, live rabbits in the window. 


REYNOLDS WIRE BUILDS 
WIRE DRAWING PLANT 


During the past summer, 
Reynolds Wire Co., Dixon, II1., 


expanded its plant by the addi- 
tion of a new steel-framed draw- 
ing plant measuring 200 by 80 
ft. The new structure is well 
equipped with the latest han- 
dling devices. It is designed to 
facilitate the general operation 
of the mill, and improve the 
processes of treating steel for 
drawing purposes. The com- 
pany expects this new installa- 
tion to further improve the efh- 
ciency and quality of its prod- 
ucts, which is fine weaving wire 
from which is made its Sun- 
Red Edge wire screen cloth 
line. 
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Hotpoint 
Electric Range 
RA 46 


The Hotpoint elec- 





tric range model RA 
46 is finished in all 
white porcelain with 


black trim and chrome 
plate bright parts. It 





has automatic heat j 

control and a spacious bs 
oven with royal blue E 
porcelain enamel lin- 8 
ing, reversible switches, 1 


convenience outlet and 
thrift cooker. The new 
automatic oven timer 
and modernistic clock 
are available at slight additional cost. Edison General Electric Ap- 
pliance Co., Inc., 5600 W. Taylor St., Chicago, IIl., produces this 
range, which takes floor space of 4534 x 24% inches. It is 3934 
inches high and has a cooking top 24 x 21% inches, 322 inches from 
the floor. The oven is 16 inches wide, 14 inches high and 18 inches 
deep. The thrift cooker cooks all vegetables, cereals, soups and stews 
at less than one half the current ordinarily used, says the maker 
RA 48 is identical except that it has an oven 18 inches wide 








Binks Spray 
Outfit No. 222 


Binks No. 22 spray 
utfit is widely used 
for general utility pur- 
poses about the home 


farm, factory,  insti- 
tutions and garages 
Binks Mfg. Co., Chi- 
cago, Ill, offers this 


machine to sell for the 
uggested retail selling 
price of $9.95. It is 
of syphon type with 
Sturdy cast aluminum 
cup holder and is sup- 
plied with standard Mason fruit jar of pint capacity. Material is 
syphoned to nozzie of gun, where extremely fine atomization take 
place. Outfit operates from the power and air pressure of any auto 
truck or tractor engine. The No. 222 outfit is supplied with cup, air 
pressure valve to attach to engine of automobile, etc., which furnishes 
the compressed air and 25 feet of 3%-inch air hose with connections 


Dot Weatherstrip 


Dot Weatherstrip, offered by Freydberg Bros., Inc., 11 West Nine- 
teenth Street, New York City, is made of du Pont rubber with high 
grade cotton cords as an insulation. Flange is doubly stitched to resist 
wear. At specific intervals along the tacking lap there are dots, indi- 
cating exactly where the tack is to be applied. It is packed 500 ft 











'WEATHERSIRIP sini 


| Beeps your home WM pooner 
4 C 








to the reel, each reel being on the attractive display stand shown. 
There is one reel to the carton. The stand is bright red 11% x 16% 
x 10% inches. This product, sold only to the wholesale distributor 
is made in two colors; brown and white. Price to the dealer is $15 per 
1000 foot and $16 per 1000 foot respectively. 





Roller-Smith 
Volt-Ammeters 

Roller-Smith volt-ammeter 1088, type 
PD with selector switch and fuse is for 


direct current use. It is 442 x5 x 1% 
inches and has scale length 35/16 inches. 
This model is recommended especially for 
railroad signal testing, automatic train con- 
trol testing, laboratories, storage battery 
maintainers, garage use and telephone and 
Instruments are magnetically shielded against 
Binding posts are of non-removable 


telegraph service work. 
influences from external fields. 
top type and are plainly marked. Two arrangements of binding posts 


are offered. No. | has individual post type which, on a six range 
instrument involves individual posts for each range with a locking key, 
which throws the instrument from current.to potential readings. No 
2 has three binding posts used on a six range instrument, the particu- 
lar range desired being obtained by rotating a selector switch mounted 
on front of the instrument. List price is $53.25. The same company 
offers type HTD headlight tester. Scale length is 2.1 inches, dimen- 
sions are 4¥2 x 3x 1% inches. Average net weight is 2 Ibs., shipping 
weight is 3 lbs. These testers consist of a very rugged d’Arsonval 
mechanism encased in a heavy sheet metal case with black enamel 
finish. Terminals consist of three foot rubber covered cables fitted 
with insulated test clips. No. 1097 has range 0-50 volts and type 
1098 has double range 0-50 and 0-500. List price on voltammeter is 
$53.25. List prices on the headlight testers are respectively; $24.50 
and $28.50 each. Discount to dealer is 35 per cent. 


Turner Brass Works 
No. 411 Lubricator 






The trigger action valve 
his lubricator, offered by The 
Turner Brass Works, Syca- 
more, Ill., gives split second 


control. It is especially de- 
sirable where difficult work- 
ing position permits only the 

ng of one hand. The pump 
will develop sufficient pressure 
within the container to expel 
a fine stream of oil at con- 
iderable force for a period of several minutes. Nozzle tip is remov- 
able for cleaning and extension is standard equipment. Capacity is one 
quart, Extra 9 inch extensions list at 50c. each. List price of complete 
ubricator is $8.50. The lubricator is capable of ejecting oil with 
such force as to carry in a fine stream for ten or éwelve feet, says the 
maker. It has such control as to make available just a few drops or a 


solid stream. 


The Scro-Grill 


HutcHinson & Co., Dallas, Tex., 
tractive wrought iron grille for screen doors. 
braces the door, preventing bulging, ragged screen wire. 





offers the Scro-Grill, a sturdy, at- 
It is adjustable, and it 
S5 the model 

















shown here is Ye x 2 iron, weighing 7 lb. Suggested retail selling 
prices are: dull black, $4.85; silver lead finish, rust proof, $6.00 and 
solid brass, rust proof, $9.70. Dealer discount is 33 1/3% from list. 
The grille is installed with the use of a screw driver. 
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mI Burgess Automobile 


tit) . 
ae Radio Battery 2308 
Burgess Battery Co., Harris Trust 
Bldg., Chicago, Ill, produces the No. 


2308 radio ““B” battery especially adapted 
wh for automobile radio reception. It is 
Me the same construction as all Burgess bat- 
teries, with seamless zinc cans, chrome, 
improved mix, paraffined containers, shockproof and waterproof, making 
it resistant to all weather conditions. This is the same type of battery 
used by the Byrd Antarctic Expedition. It is a 45 volt type, listing at 
$2.50. Cost to dealer is $1.88 each, less unit package. Net price to 
dealer each in unit packages is $1.75 each. This model is 7 x 81/16 x 
3% inches. It weighs 9 Ib. and is recommended for sets drawing 10 
milliamperes or more. 





Flexible Skate Guard 


Nestor Johnson Mfg. Co., 1900 N. Springfield Ave., Chicago, IIl., 
produces the flexible skate guard for protecting the hardened steel 
runners of tubular ice skates. It is particularly for use when walking 
on skates from warming house or automobile to the ice or whenever 
it is necessary to walk on skates, other than on the ice. The guard 
is made of live rubber of correct thickness for wear and stretch. It 
has sturdy ball shaped ends that grip the skate runner and provide 
additional strength in preventing the runner from coming through at 











either end. No. 80, the racer style, is made in one size, LR, meaning 
long racer, adjustable to 14, 15 or 16 inch length of runners or all 
popular selling lengths. No. 90, hockey style, is offered in two sizes 
LH, or long hockey, and MH, medium hockey. The sizes included are 
9 to 12 inclusive and 4 to 8 inclusive respectively. Cost to dealer is 
$6.00 per dozen pairs. Suggested retail selling price is 75c. each. 


Gendron No. 24 
Sidewalk Cycle 


The Gendron Wheel Co., Toledo, Ohio, offers the No. 24 sidewalk 
cycle, with 16 inch bicycle spoke wheels and 136 inch rubber tires. 
It is also equipped with ball bearing hubs, new departure coaster brake, 
ball bearing pedals, crank hanger and bicycle head. Rubber grips and 
horn on chromium plated adjustable bicycle type handle bar, parking 





stand and mud guards are other features of this cycle. It is finished 
in Pontiac cream, trimmed with red saddle, tool bag, head, fork tips 
and striping. No. 14 is a duplicate girls’ model. Cost to dealer is 
$21.90. 


Ozark Oven 
and Broiler 


The Ozark combination 
Dutch-oven and chicken 
pan has close fitting cover, 
which is self-basting. It 
distributes moisture evenly 
over the food. This pan 
is offered in three sizes by 
Crescent Foundry Co., Inc., St. Louis, Mo. No. 8 has a 10% inch 
diameter top. Nos. 9 and 10 have tops 11% and 11 7/9 inches in 

= = diameter respectively. All three 
models are three inches deep 
and are packed in barrels of 
30, 25 and 20 respectively 
Pan is furnished in plain 
smooth castings or ground and 
polished. It is also available 
in colors to match modern 
color schemes in the kitchen 
For the plain models list 
prices are respectively: $1.27, 
$1.58 and $1.90. On _ the 
ground and polished models 
the list prices are — $1.90, $2.22 and $2.74 and the list 
prices on colored ware are: $3.27, $3.74 and $4.74. The same com- 
pany produces the Ozark special oblong broiler with lid. No. XX will 
give meat the delicious taste of charcoal broiling and retain all of the 
food values. It will answer the purpose of a regular broiler range. The 
list price is $3.16 each. Weight is 24 Ibs. It measures 204 x 10% x 
334 inches. 





Ais 
i 





Atlas Open 
Display Unit 


The Atlas open-dis- 
play unit is a_ steel 
display shelf of 10% 
inch width with lip on 
all sides. It is made 
of 22 gage steel in 
lengths varying from 
6 to 12 feet, according 
to order. The unit is 
made for adjustment 
to 36 possible positions 
or heights above the 
showcase. The stand- 
ard unit includes two 
pear shaped side trays, 
supported by a bracket, 
affixed one to each 
standard. Each tray is 
adjustable to 36 pos- 
sible positions. Other 
available attachments 
are tilt front shelf, 
making possible two 
display faces, the regu- 
lar main shelf with a 
width of 10% inches 
and the tilted face 
with a width of 8% 
inches at an angle of 
38 degrees. Showcard 
rack similar to. tilt 
shelf is also available 
but with groove at top and bottom of tilt face, in which display cards 
carrying merchandise may be securely held. All of these shelves are 
also made for corner cases and for wrapping counters. Shelves 8 feet 
long or less will carry 200 Ibs., and a shelf more than 8 feet long will 
support 125 Ibs. without appreciable deflection. The unit is made in 
red, blue or green, but special colors may be had. Atlas Mfg. Co., 
Globe Bldg., St. Paul. Minn., is the maker. Standard unit ranges from 
$27.75 for 4 foot shelf to $35.00 for 12 foot shelf. Showcard holder 
and tilt shelf are each priced at $1.50 a foot. An extra flat top 
shelf is priced from $8.50 for 4 foot shelf to $18.00 for a 12 foot 
shelf. 
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Last Week’s Price Average 
82.9 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity announced Oct. 13 that the 
previous week’s wholesale commodity 
prices, based on Dun’s quotations, 


averaged 82.9 per cent. The Sep- 
tember average was 83.3. The pur- 
chasing power of the dollar on a 
1926 basis of 100c. was 120.6c. The 
September average was 12lc., says 
the Journal of Commerce. 

Crump’s index of English prices 
for the week on the revised 1926 level 
was 72.8. The September average 
was 74.5. 

The Italian index on the revised 
1926 basis for the week ended Oct. 4 
was 59.8. The September average 
was 60.8. 


52 Chains’ Sales Drop 4.16 
Per Cent During September 


Aggregate sales of fifty-two chain 
store organizations for the month of 
September were $310,535,660, as com- 
pared with a total of $324,017,661 for 
the same month of 1929, a decrease 
of 4.16 per cent. Sales of the same 
chains for the nine months ended 
Sept. 30 were $2,904,181,652, an in- 
crease of 1.65 per cent over the fig- 
ure of $2,856,902,559 for the corre- 
sponding period of last year, says the 
Journal of Commerce. 





Surplus Freight Cars 
Increase During September 


Class I railroads on Sept. 30 had 
394,032 surplus freight cars in good 
repair and immediately available for 
service, the car service division of the 
American Railway Association an- 
nounced Oct. 14. 

This was an increase of 4345 cars 
compared with Sept. 23, at which 


time there were 389,687 surplus 
freight cars. 
Surplus coal cars on Sept. 30 


totaled 139,416, an increase of 5594 
cars within approximately a_ week, 


‘conventions. 


GENERAL MARKET 
NEWS of THE 


WEEK 





Individual Orders Small— 
October Hardware 
Volume Is Disappointing 


New York, Oct. 22.—The major- 
ity of executives from manufactur- 
ing plants and wholesale houses are 
attending these joint Atlantic City 
Their absence makes 
their offices look busier than cur- 
rent business volume warrants. The 
fairly numerous individual orders 
to be handled also contributes to 
making wholesalers look active, but 
a study of these°orders finds them 
abnormally low, calling for very 
small quantities. October volume 
has been disappointing in practically 
all hardware centers, but at that the 
much discussed good trade senti- 
ment continues to prevail in hard- 
ware circles. Much hope for im- 
provement toward the end of the 
year is based on the general belief 
that Christmas demand will approx- 
imate that of 1929, although orders 
to date are less and inquiries about 
holiday lines are only fair. 


Slow collections continue to worry 
most hardware wholesalers and re- 
tailers, too, are complaining that 
money for merchandise already sold 
and delivered is hard to get. The 
majority of firms are exercising con- 
siderable caution in the extension 
of credits. 

To offset the average small order, 
wholesalers are promoting the sale 
of major electrical appliances, 
stoves, etc., on which the individual 
unit of sale averages fairly high. 
They are urging dealers to follow 
suit. 





while surplus box cears_ totaled 
202,398, a decrease of 1010 for the 
same period. 





Building Permits Were Up 
4 Per Cent in September 


Building permits issued in 577 
leading cities and towns showed an 
improvement in September over the 
preceding months, according to S. W. 
Straus & Co. The September vol- 
ume of permits was $168,254,846 
compared with $161,609,331 in Au- 
gust, a gain of 4 per cent. Normal 
seasonal factors call for a decline of 
more than 9% per cent between the 
two months. Many of the larger 
cities went ahead of their volume of 
September last year. 





Employment In September 
Showed Irregular Gains 


Employment in September showed 
a gain over both July and August in 
spite of the fact that September nor- 
mally shows a slight decline from the 
August total, according to the Ameri- 
can Federation of Labor. This re- 
port based on individual trade union 
reports from 24 cities in the United 
States shows that in September 21 
per cent of all. trades were unem- 
ployed compared to 22 per cent in 
July and in August and 10 per cent 
in September of 1929. 

Among the individual trades, the 
building .trade showed a one per cent 
gain, standing at 38 per cent unem- 
ployed in September compared to 39 
in August and 21 in September of 
last year. The printing trade re- 
mained unchanged at 8 per cent un- 
employed compared to 3 per cent last 
year, while that classification of the 
A. F. of L. called “‘All other trades” 
showed the best gain with a figure in 
September of 14 per cent unemployed 
compared to 16 per cent in August. 
Among the metal trades, the trend 
was in the opposite direction, how- 
ever, where 23 per cent were re- 
ported unemployed in September 
compared to 20 per cent in August 
and 7 per cent in September, 1929. 

Among the 24 cities reporting, 15 
showed improvement in September as 
compared to August, four remained 
unchanged and five showed a falling 
off in employment. 
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BOSTON: 


(Boston office of HARDWARE AGE) 
Boston, Oct. 21. 


HIS market has not recovered 

from the slowing up in business 

occasioned by too many holi- 
days and by weather conditions. New 
England, and particularly greater 
Boston and Massachusetts, had not 
taken down Legion convention decora- 
tions on stores and homes when it 
was time to close once more because 
of the celebration on Oct. 13 of Col- 
umbus Day, with its attending parades 
and many other attractions. Like 
the aftermath of the regular summer 
vacation it is always difficult for the 
individual and business to readjust 
themselves to getting down to brass 
tacks once more. 

Aside from a very limited number 
of scattered showers, New England 
has experienced no substantial rain 
since late last July. Crops have ma- 
tured prematurely under hot dry 
weather; lawns have become dried 
brown patches; farmers are driving 
cattle to the nearest water available; 
wells, in thousands upon thousands of 
cases, produce not more than a foot 
of water per day. Naturally with the 
soil like powder the farmer has had 
little opportunity to do much needed 
fall farm work. Home owners have not 
been able to place lawns and shrubs 
in proper condition to combat the win- 
ter because of the lack of water. Then 
too, there is less call than usual for 
preserving accessories, washing ma- 
chines, kegs and bottling equipment 
also because of the lack of water. The 
sale of hunters’ goods has dropped to 
a minimum. Regular golf goods are 
going slower than they usually do at 
this time of the year and patronage 
at indoor and pee wee golf courses 
has dropped off to such a degree, in 
many instances, that owners have be- 
gun to cut the price of admission. 
With Massachusetts enjoying Cali- 
fornia weather it has been rather 
difficult to enlist the interest of the 
hardware dealer in stove and furnace 
accessories or in storm door and win- 
dow goods. 


Fundamentals Unchanged 


Added to the rather complex situa- 
tion occasioned by holidays and 
weather conditions is the fact that 





AT A GLANCE 


Holidays and weather con- 
ditions curtail business, say 
jobbers. 

* * ¥ 

General feeling is that busi- 
ness depression has been thor- 
oughly liquidated. 

* % 


Collections certainly no 
worse than they have been. 











fundamentals are unchanged. There 
is no improvement in the unemploy- 
ment situation. Many are out of 
work or on part time. Bank clear- 
ings continue to run well below those 
of former years at this time, showing 
a drying up of money in circulation. 
On the other hand, savings bank de- 
posits continue to mount rapidly, an- 
other indication that people are not 
spending their cash. Fears of such 
banks cutting their interest rates 
have been dissipated by declarations 
of regular rates. 

Building is of fair proportions, but 
largely in the form of cheaply con- 
structed houses many of which come 
into the hands of banks through the 
non-payment of mortgage money. 
Raw materials entering into the man- 
ufacture of hardware and most other 
kinds of merchandise average lower 
than they were a week ago, but banks 
are not hesitating to urge manufac- 
turers to cover their requirements, so 
strong is their belief that we are on 
the edge of an upward price swing. 

Strange as it may seem in the face 
of all of the adverse business condi- 
tions, the sale of radio sets and radio 
accessories is increasing, and the 
drop in automobile registration in 
New England states, as compared 
with last year, is too small to be 
worthy of serious consideration. 


Jobbing Sales Off 


It is a foregone conclusion that 
shelf hardware jobbing sales this 
month will not equal those of Sep- 
tember, unless weather conditions 


Holidays and Weather Conditions Have 
Slowed Up Business 


change materially. If temperatures 
do become more seasonal there most 
likely will come quite a decided re- 
vival in hardware buying, because it 
is an undisputed fact that retail 
stocks are broken. It will not take 
much of an increase in public buying 
to stampede retailers into the market. 

There is no specific feature to-cur- 
rent retail buying. It is confined to 
current needs and is in the smallest 
possible quantities. Jobbers are by 
no means pessimistic, however. As a 
matter of fact, they are going ahead, 
getting ready for a good business 
which they confidently feel will come 
sooner or later. The one thing that 
seems to trouble them more than any- 
thing is the possibility of everybody 
wanting things at the same time and 
the possibility of their being able to 
keep apace with retail needs. 

The collection situation certainly is 
no poorer than it was a week ago. 
Those retail dealers, who for years 
have made it a practice to discount 
their bills, continue to do so. Those 
who do not pay their bills promptly 
are just as slow as ever, but not much 
if any greater in number than here- 
tofore. 


Roofing Higher 


Perhaps one convincing proof that 
prices has hit rock bottom, or are very 
nearly on that level, is found in the 
advance of approximately 10 per cent 
in many style of shingles and in rolled 
roofing papers. Otherwise price 
changes are small and unimportant, 
although it is important that a ma- 
jority of the items are higher, where- 
as a majority of changes made from 


_ week to week for some time have been 


downward. 

It is equally felt among manufac- 
turers and jobbers that price declines 
made during the past six or eight 
months have represented a thorough 
liquidation of the business depression. 
It is also generally felt that while 
there may be no major upward swing 
in values, but instead a sort of side- 
wise movement, that business funda- 
mentals are on a healthy basis now 
that liquidation has passed, and that 
it is simply a question of waiting until 
the public makes up its mind that it 
is safe to spend money. 











Santa Claus Center Pieces 


The Santa Claus head shown in the illustration is finished in five Christmas 
colors on six ply cardboard. They are 20 in. in diameter, but this can be in- 
creased by mounting it on a larger circle. 
WARE AGE. 
the small amount please include check with order. 


One. $1. Three, $2.50. 


May be ordered through the HARD- 


Six, $4. Twelve, $7.50. 


On account of 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 
CHICAGO, Oct. 21. 


OLLECTIONS are slow and the 
i strain on credit is tense. Deal- 

ers who handle farm machinery 
are asking for unusual terms in order 
to get through the fall payment period 
in which farm income has been deeply 
cut by the drought. This phase of 
the situation, of course, must affect 
hardware credits also. On the whole, 
however, the average retail man has 
not yielded to pessimism. Leaders 
are telling him that he has gone 
through worse periods and survived, 
and he is accepting the situation with 
some philosophy. So far as can be 
judged generally, retail morale is 
much higher than it was following the 
slump of 1920-21. There are substan- 
tial indications that the 1930 wheat 
crop had been underestimated; chief 
of these is the Government report 
showing a yield of 840,000,000 bushels, 
or 33,000,000 more than last year and 
26,000,000 above the average. Farmers 
are said to have sold less wheat since 
July 1 than they did during the same 
period of 1929, indicating improved 
reserve power. 


URBAN TRADE QUIET 


Urban hardware trade, generally 
speaking, is quiet; in the country dis- 
tricts it is somewhat more satisfac- 
tory. Wholesale field representatives 
are now working on future orders for 
such lines as steel goods, lawn seeds, 
fertilizers, scythes, snaths, garden 
hose, etc. These are mainly for March 
delivery and dealers are placing busi- 
ness in fair volume. The bolt and nut 
situation is about the same; no price 
change has been made since the 10 
per cent advance in September. Tool 
trade is picking up a bit. This im- 
provement is attributed to low retail 
stocks and preparation for later activ- 
ity. However, the school manual 
training departments have been or- 
dering their normal share of equip- 
ment, which, of course, has helped en- 
liven the movement of tools. 

Paints and paint sundries are be- 
having much as the general line of 
hardware. Inside finishes have shown 
some tendency to accelerate. Putty, 
window glass and stove pipe enamels 
are selling well. Reduced prices on 
paint seemed to have restored buying 
confidence. Orders for current con- 
sumption of linseed oil are flowing in 
considerable volume. Linseed, ap- 


parently, has reached a relatively 
stable market level, following its re- 





AT A GLANCE 


Collections are slow in spite 
of unusual terms which are 
being offered particularly in 
the selling of farm machinery. 

* % *& 


Urban trade is quiet but the 
country districts report a little 
more activity. Paint demand 
continues fairly active and 
radio sales are ahead of last 
year. 

*  #& 

Low copper level provides 
extremely low prices on cop- 
per rivets and burrs. 











cent drop. Wholesale buyers believe 
leather is likely to be higher rather 
than lower and recommend that deal- 
ers consider their spring harness re- 
quirements soon; harness futures, ac- 
cordingly, are beginning to develop. 
Since the demand for power farm ma- 
chinery is falling off to some extent, 
because of the curtailment in rural 
buying power generally, it is believed 
that the harness trade will receive 
some compensating benefit. 


COPPER LEVEL LOW 


With the price of copper at its 
lowest level since 1889—41 years ago 
—copper rivets and burrs arg selling 
at figures which not long ago would 
have been deemed incredible. A good 
many dealers are sorting over their 
stocks and ordering accordingly, since 
it seems that such bargains are not 
likely to be available again soon. 
Wheelbarrow manufacturers are 
working out their price lists, which 
should be announced early. Buyers 
are not looking for any considerable 
change from the prices of 1930. Most 
wheelbarrow plants, it is said, are op- 
erating at a loss; because of this un- 
fortunate situation there has been 
much agitation in the industry of late 
for trade reforms. 

With football and football weather 
at hand there is plenty of snap in the 
air, even though Indian summer has 
been very agreeable. Automobile 
robes are moving and are expected to 
continue active until the end of the 
holiday season. Present low prices on 
cotton and leather gloves are bringing 
in orders; it is not likely that such a 
market will govern leather gloves 
much longer. Brooders are beginning 


Radio Sales Very Good— 
General Demand Is Quiet 


to move, especially in the southern 
territories, where they go into use 
earlier than farther north. Prices in 
this line are low. Five-gallon milk 
cans for delivering cream to the 
creameries are being offered at at- 
tractive figures. Some dealers are 
pushing tin flesh forks for winter use 
in the kitchen. 


RADIO SALES GOOD 


Unit for unit, the radio business is 
well ahead of last year, although in 
money volume it is considerably be- 
hind. Demand for the smaller sets 
so widely offered is brisk. Despite 
the general subsidence of business, 
there is no less interest in radio. Foot- 
ball equipment is active. Toys are 
once more in.good demand and ship- 
ments are under way. Feeling in the 
wholesale field prevails that juvenile 
goods will move almost as well this 
fall and winter as last year, although 
there may be some recession in the 
higher priced lines. So far as the 
standard toy items are concerned, the 
prospects seem as bright as ever. 
However adult economy may be af- 
fected by the present situation, toy 
men believe that most parents will 
continue to be liberal in providing 
their children with playthings. In 
the average American home the child 
is the last to be hurt by any kind of a 
depression. On this fairly well sub- 
stantiated theory,.the outlook for toy 
business remains bright. It appears 
likely that the usual shortages will de- 
velop before the arrival of the holi- 
day season, and wholesale toy buyers 
are doing their best to make sure of 
late deliveries, 

The fall stove season is opening in 
rather satisfactory fashion. Cooler 
weather is starting some movement 
which promises to increase as the 
thermometer continues to fall. The 
attractiveness of the new porcelain 
enameled parlor circulating heaters 
in their walnut and mahogany wood- 
grained finishes has made an effective 
appeal in contrast to the relative drab- 
ness of the old-fashioned stove. A 
good many dealers have arranged dis- 
plays so as to draw as much heater 
business as possible. Stove supplies 
of every seasonal sort are moving 
freely. Electric heaters are begin- 
ning to move along with other electric 
appliances usually popular in the fall 
and winter. Automatic electric waf- 
fle irons and toasters seem to be tak- 
ing the lead. Lamp trade is brisk. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Oct. 21. 
OTHING of particular interest 
N has developed in the local hard- 
ware market during the last 
week, and conditions are more quiet 
than usual this week because of at- 
tendance at the National Hardware 
Convention at Atlantic City. Most 
jobbers report a fairly well diversi- 
fied run of small orders, with little 
notable activity in any individual 
lines. Dealers are beginning to sound 
out the market in preparation for 
their holiday trade, although very 
little buying is yet being done for this 
season. Standard products, such as 
electrical appliances, ice skates and 
sleds, are beginning to show some life, 
but retailers are cautious in their 
commitments and will wait until later 
in the season to place the bulk of 
their orders. Cold weather items are 
moving in some volume, especially 
coal hods and shovels, coal chutes, 
small stoves and snow shovels, There 
is only a fair demand for lanterns, 
and carbic lighters are being sold in 
some volume to take the place of con- 
tractors’ lanterns. Flashlights are 
rather active, and there is still a fair 
demand for radio dry cell batteries 
from the rural districts. The radio 
business generally is improving sea- 
sonably, but dealers are maintaining 
light stocks and will not likely be 
caught as they were last year with 
large inventories. ~ Automobile tires 
and accessories have fallen off sea- 
sonably. 


HUNTING SEASON MAY BE 
CLOSED 


Sales of firearms, ammunition and 
hunting supplies have been given a 
severe setback by reports from Har- 
risburg that hunting may be prohib- 
ited in Pennsylvania this year because 
of the fire hazard offered by the ex- 
tremely dry condition of wooded 
areas. No definite action has yet been 
taken by the Governor, and prohibi- 
tion of small game hunting will be 
held off until as late in the month as 
possible. In the meantime, rain may 
alleviate the situation. Closing of the 
hunting season would be a severe 
blow to both hardware jobbers and 
dealers, who have stocked up heavily 
on arms and ammunition. Jobbers, 


however, would likely suffer most, as 
many dealers are not in a position to 
carry very heavy stocks of loaded 
shells and guns, and would likely al- 
low the burden to revert back to the 
jobbing trade. 

No important price changes have 





AT A GLANCE 


Many executives of local 
wholesale firms are attending 
the Atlantic City convention. 
Orders for diversified small 
orders are fairly frequent. 

x k ® 

The trade is worried over 
possibilities of a closed hunt- 
ing season which would cripple 
the sale of arms and ammu- 
nition. The reason for closing 
the season is the dry condi- 
tions of wooded areas, which 
provide a serious fire hazard. 

* * * 

The steel industry is making 
but little progress and many 
prices are showing weakness. 
The glass makers are feeling 
the loss of automobile factory 
business and are operating on 
an estimate 50 per cent basis. 











been reported in the last week, but 
minor adjustments are still numerous, 
particularly on products in which 
metals constitute the chief raw mate- 
rial. Makers of copper and brass 
goods are still awaiting stability in 
the primary market on copper before 
arriving at definite prices. Turpentine 
is slightly higher, now being quoted 
at 50c. per gal, in barrel lots, while 
linseed oil has again declined to 
11 1/5c. per Ib. in barrel lots. White 
lead is unchanged at 13.75c. per Ib. 
Wire nails are holding fairly well at 
$2.25 per keg, and prices on other 
wire products are becoming stabilized 
at recent lower levels. Reports of 
shading on bolts and nuts are not easy 
to confirm in this district, but the 
market is by no means rigid. 


STEEL PROGRESS SLOW 


The Pittsburgh district steel indus- 
try this month is not realizing the ex- 
pectations aroused by improved con- 
sumer interest displayed during Sep- 
tember. Specifications are generally 
lighter among the principal finished 
steel products, and mill operations are 
tending downward. While steel ingot 
production has not been affected to 
any marked extent as yet, lower fin- 
ishing mill requirements may quite 
likely bring about a reduction in raw 
steel before the end of the month. 
Prices are still somewhat muddled, 
with larger mills adhering to maxi- 
mum figures in their open quotations, 


Trade Begins to Show Interest in 
Holiday Goods 


but meeting shading on all the prin- 
cipal finished products. Hot-rolled 
strip has declined $1 a ton to 1.60c. 
and 1.70c., Pittsburgh, the lowest level 
of the year. Black sheets are more 
freely quotable at 2.35c., a decline of 
$2 a ton from recent asking prices. 
Galvanized sheets are weaker, with 
8c., Pittsburgh, now representing the 
general market, and occasional shad- 
ing reported in the case of large job- 
bers. Wire nails, weaker in other 
districts, are well maintained in Pitts- 
burgh at $2 per keg. Pig iron prices 
are still declining, and the scrap mar- 
ket is growing consistently weaker in 
the face of an almost total absence of 
mill purchases. 


GLASS MAKERS SUFFER 


Glass makers in the Pittsburgh 
area continue to suffer from the de- 
pressed state of the automobile in- 
dustry and the low rate of building 
construction. Mill operations are at 
less than 50 per cent, and local dis- 
tributors are even meeting with diffi- 
culty in disposing of glass for replace- 
ment service. The coal market is still 
struggling with a surplus of slack on 
tracks, and a light domestic demand 
for even screened coal. Industrial and 
railroad consumption is at a low ebb, 
and production is quite low for this 
time of the year. Collections in the 
Pittsburgh district are about the same 
as they have been, with money very 
searce in the smaller industrial com- 
munities in the vicinity. In some 
parts of the city itself considerable 
difficulty is encountered in collecting 
bills. 


Folder Descitbes New 
Alphabet for Showcards 


National Sign Stencil Co., Inc., 1602 
University Ave., St. Paul, Minn., has 
issued a folder showing and describing 
Moderne, the newest type face offered by 
the company. The folders tells what 
modern selling is and how use of the 
National showcard writer with Moderne 
lettering will help sell merchandise. It 
illustrates some of the decorative motifs 
for autumn and holiday use. Prices on 
some of the plates are quoted. The al- 
phabet is illustrated. Prices for the va- 
rious sizes of letters are quoted. Prices 
on instant-drying inks of various colors 
and tints are mentioned, as well as prices 
on double ended brushes. There are illus- 
trations of some of the work done with 
the Moderne face. 
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ATLANTA: 


ATLANTA, GA., Oct. 21.—The past two weeks has brought about 
very little change in the general hardware trade situation in this 
territory. Cooler temperatures have effected activity in seasonal 
lines and some are showing fair movement, while buying in general 


lines of hardware is rather quiet. 


Retailers are feeling very little 


improvement in the demand, compared to the usual increase that is 


evident at this time of the year. 


With the low price of cotton it is 


almost impossible for farmers to show interest in trading and in 


paying up their debts. 


Under present conditions retailers naturally 


are cautious in showing interest in buying of holiday goods, however, 
dealers in most sections of the territory appear optimistic and it is 
believed that buying will show improvement as the holidays draw 


nearer. 


No important price changes have been reported for this listing 
and collections are reported as not being very good. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. ATLANTA, GA. 


AMMUNITION. 


3-1% Remington Nitro Club 12 ga. 
shells, $34.00 per 1000; 3-1 Remington 
Nitro Glub 12 ga. shells, $33.23 per 
1000; 3-14% Remington Shur Shot 12 
ga. shells, $30.06 per 1000; 3-1 Rem- 
ington Shur Shot 12 ga. shells, $29.06 
per 1000. 


AUTO TIRES (MANSFIELD). 


29 x 4.40, $6.18; 29 x 450, $6.82; 
30 x 450, $6.89; 30 x 500, $8.51; 30 
x 525, $9.92. 

Tubes: 29 x 440, $1.11; 30 x 450, 
$1.18; 29 x 450, $1.28; 30 x 500, $1.32; 
30 x 525, $1.49. 


BROOMS. 


No. 26, 5 string heavy, $6.00 doz.; 
No. 22, 4 string, $4.50 doz. Split 
rattan 14 in. push broom with han- 
dles, $7.50 doz. 


COAL HODS. 


16-in. galvanized, $4.00 per doz.; 
18-in. galvanized, $5.00 per doz.; 16- 
in japanned, $3.25 per doz.; 18-in. 
japanned, $3.75 per doz. 
COAL TONGS. 
No. 45, $2.50 per doz.; No. 25, $3.50 
per doz.; No. 214, $3.50 per doz. 
COTTON COLLARS 
“Ol Beck,’’ $6.50 per doz.; 
ford” Junior, $8.50 per doz. 
COTTON HOOKS. 
No. 279, 8 in., $3.50 per doz.; No. 
277, 6 in., $2.00 per doz. 
FILES. 


First quality, list less 50 per cent; 
private brands, less 60-10 per cent. 
Second quality, less 75 per cent. 


FIRE POKERS. 


No. 10%, 4% x 20, 85c. per doz.; No. 


10, % x 26, $2.00 per doz. 
FIRE SHOVELS. 
No. NF16 Never Break, $4.50 per 


doz.; 20-in. galvanized, 75c. per doz.; 
20-in. japanned, 75c. per doz. 


“Lang- 


FORKS. 


Three tine hay forks with 5 ft. 
handles, $9.50 per doz.; 4 tine manure 
forks with 4% ft. handles, $10.80 per 
doz.; 5 tine manure forks with 4% 
ft. handles, $12.50 per doz.; 6 tine 
manure forks with 4% ft. handles, 
$14.65 per doz.; 10 tine cottonseed 





forks with steel D handles, $25.96 
per doz.; 12 tine cottonseed forks 
with steel D handles, $30.33 per doz. 


GALVANIZED WARE. 


8 qt. pails, $1.90 per doz.; 10 qt. 

pails, $2.00 per doz.; 12 qt. pails, 
— per doz.; 14 qt. pails, $2.65 per 
OZ. 

No. A Tubs, $3.80 per doz.; No. 0 
Tubs, $4.70 per doz.; No. 1 Tubs, 
$5.60 per doz.; No. 2 Tubs, $6.50 per 
doz.; No. 3 Tubs, $7.60 per doz. 

Heavy well buckets, $6.00 per doz.; 
light well buckets, $4.50 per doz. 

¥% bushel baskets with bail, $6.00 
per doz. 

5 gal. garbage cans, $7.35 per doz.; 
10 gal. garbage cans, $9.25 per doz.; 
20 gal. garbage cans, $15.00 per doz. 


HANDLES. 


Steel D spade handles, $4.00 per 
doz. Steel D scoop handles, $4.00 
per doz. Steel D cotton seed fork 
handles, $6.00 per doz. (Strapped, 
capped and ferrules.) D shovel han- 
dles, $4.00 per doz. Spading fork 
handles, c. s. f., $6.00 per doz. 


HARNESS GOODS. 


Check lines, 1 in., 16 ft., $36.71 
per doz. sets. Check lines, 1% in., 
16 ft., $41.54 per doz. sets. Check 
lines, 1% in., 18 ft., $50.67 per doz. 
sets. Single wagon lines, 1 in., $24.00 
per doz. sets. 

3ridles, 1 in. with cup blinds, $12.00 
per doz. Bridles, 1% in. with cup 
blinds, $14.00 per doz. 3ridles, 114 
in. with wing blinds, $19.00 per doz. 


LAMPS. 
Doz. 
No. 980-—C seWingw ..4...0...5 $4.00 
INO. SOO—TS STAN 2... ccscvccces 4.00 
LANTERNS. 
Per Doz. 
PONE cs kiwapeadpenanereses $8.25 
BO ee es cae 8.25 
No. 2 Blizzard Reg. fount...... 3.50 
No. 2 De Lite large fount...... 14.75 
SS, er 8.50 
Siete MOUS ik sce sivcsusenees's 11.25 


MEAT CHOPPERS. 


Universal, No. 323, $3.25 each; No. 
333, $5.50 each; No. 331, $5.00 each, 
30 per cent off above prices, which 
are list. 


PAINT (WAGON). 


1l-qt. cans, 60c. each; 1-qt. cans, 
35¢e. each. 








Seasonal Lines Are Moving in 
Fair Volume—Collections Poor 


PICKS. 


5 to 6 lb. R. R., $7.50 per doz.; 6 to 
7 lb. R. R., $8.25 per doz.; 8 lb. R. R., 
$9.00 per doz.; 10 lb. R. R., $12.50 per 
doz.; 2 lb. mill picks, $1.00 each. 


PUTTY. 
1-Ib. cans, 7c. per Ib. 


ROOFING. 


Galvanized—29 gage, 2% in. cor- 
rugated, $3.85 per square base. 

Composition—1 ply, smooh, sur- 
face, 83c. per roll; 2 ply, smooth sur- 
face, $1.01 per roll; 3 ply, smooth 
surface, $1.40 per roll; slate, smooth 
surface, $1.65 per roll. 


Sheathing paper, 20 lb.......... .60 
Sheathing paper, 40 Ib.......... 1.10 
Per Gal 
Asphalt roof coating .......... -60 
Per Lb 
1 lb. cans of plastic cement.... .12 


5 lb. cans of plastic cement.... .10 
10 lb. cans of plastic cement.... .09 


STOVE ACCESSORIES. 


No. 8 erystalized wood lined, 24 in., 
$12.50 doz.; 26 in., $14.60 doz.; 28 in., 
$16.00 doz.; 30 in., $19.70 doz.; 36 in., 
$27.40 doz. 

No. 9 ecrystalized paper lined, 24 in., 
$7.40 doz.; 26 in., $8.10 doz.; 28 in., 
$9.10 doz.; 30 in., $10.70 doz.; 35 in., 
$15.70 doz. ‘ 

Stove’ Pipe Dampers.—5 in., $1.25 
per doz.; 6-in., $1.50 per doz. 

Stove Pipe.—Smith multi-pipe, 29 
gage, polished in blue, 5 in., $12.25 
per 100 joints; 514 in. and 6 in., $13.00 
per 100 joints. 

Elbows—5 in. piece, corrugated, 
$1.35 per doz.; 6 in. piece, corrugated, 
$1.50 per doz.; 7 in. piece, corrugated, 
$2.00 per doz. 

Stove Polish.—No. 20 Black Silk 
paste, 5-lb. cans, $11.40 per doz.; No. 
5 Black Silk paste, $1.20 per doz.; No. 
6 Black Silk liquid, $1.30 per doz.; 
No. 1 Black Silk iron enamel, $1.75 
per doz.; No. 60 Black Silk metal 
polish, $1.50 per doz. 


WASH BOARDS. 


Galvanized Carolina Special, $3.50 
doz.; Oval Oak, $4.50 doz.; Brass No. 
66, $6.50 doz. 


WASH TUBS. 


Doz. 
Oe ee ere or See eee ie $4.00 
PU APs 4 Sos ek AeNe Chasis eaekias 5.20 
ie reer Cre ee Pe rns 6.40 
NO. A Svea Colbie xGaGes CTRARS ae Rn 7.20 
BA: Scan peCheedbalebetetcsneeae 8.40 


October Business Showing 
Abnormally Rapid Increase 


Although business activity receded 
last month to generally low levels, 
some evidences have appeared of sea- 
sonal increases during the first two 
weeks of October outstripping last 
year’s. Using the amount of checks 
cashed as an indicator, the Alexander 
Hamilton Institute, in its current 
weekly bulletin, finds a seasonal in- 
crease of 18.7 per cent for the first 
two weeks of October over the Au- 
gust-September average as compared 
with 12.5 per cent in 1929. The vol- 
ume of freight moved, though well 
below last year’s, will also show a 
greater per cent of seasonal increase 
if the level of carloadings reported for 
the first week of October is main- 
\ained. 
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NEW YORK: 


NEw York, Oct. 21. 


ITH executives of practically 
\ \ all local wholesale firms at- 
tending the Atlantic City con- 
vention and getting ready to attend, 
there has been an air of activity at 
local warehouses, hardly justified by 
the volume of business being done. 
October to date has been a keen dis- 
appointment to hardware and house- 
furnishings jobbers, as demand has 
been only moderate at best. Orders 
are numerous enough, but are for 
small quantities. The housefurnish- 
ings lines continue to have the edge on 
the hardware goods in this market. 
There is no lack of optimism, how- 
ever, as trade sentiment continues 
most encouraging, with much hopes 
promised on the general feeling that 
Christmas activities will be close to 
normal. Early orders on holiday mer- 
chandise are considered fair and in- 
quiries have been good. 


FUTURES ARE FAIR 


Interest in futures for spring de- 
livery are on a par with last year, 
according to the majority of reports 
received on this angle. Current de- 
mand centers pretty well on stove 


goods and kindred fall lines such as 
heaters. Wholesalers are very ac- 
tively promoting the sale of major 
electrical appliances and are urging 
retailers to follow suit. The prime 
reason for this is to give both whole- 
salers and retailers sales of fairly 
high units, in order that volumes may 
average better. 

Commenting on general business 
conditions during September the 
Alexander Hamilton Institute said: 

“Good conditions are reported by 1 
per cent of 198 cities in all parts of 
the United States as compared with 
1.5 per cent last month, fair condi- 
tions by 1.5 per cent ard poor condi- 
tions by 97.5 per cent. Five of the 
nine sections report 100 per cent poor 
conditions.” 

Studying New York State employ- 
ment and its relation to general busi- 
ness, this same report stated: 

“Contrary to the usual seasonal in- 
crease in factory employment in Au- 
gust, a decrease of 1.1 per cent was 
noted. The clothing industry, both 
men’s and women’s, however, showed 
an increase in August over July of 
2.7 per cent and 20.7 per cent, re- 
spectively. Despite these increases, 
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Trade Sentiment Continues Good, 


Though October Volume Disappoints 


the number employed is far below the 
level of a year ago. Printing and pub- 
lishing was further curtailed in Au- 
gust with a loss in employment of 
3.1 per cent from July. New York 
City registered its usual seasonal in- 
crease in August with a gain of 1.6 
per cent over July. The industries 
which showed large gains in August 
over July were women’s and men’s 
clothing plants, knit goods and boat 
building. Sales in department stores 
in August were 6 per cent below 
August, 1929, although the eight 
months total was 1 per cent above the 
same period in 1929.” 


COLLECTIONS SLIGHTLY BETTER 


Collections show very slight im- 
provement in this district but still 
average well below normal and are 
being watched very closely by most 
local distributors. Price shading is 
confined pretty well to those items 
which are always highly competitive, 
and so in actual fact is not as seri- 
ous as some rumors would indicate. 
The exceptions to this are of course 
reported cutting on certain well 
known tool and builders’ hardware 
lines. 





New York 


New York, Oct. 21.—During the past ten days distribu- 


PAINT MATERIALS MARKET 


GERMANTOWN LAMP BLACK. 





tors report an unusually heavy demand for shellac, bring- 
ing sales well above September levels but not quite as heavy 
as in the first two weeks of October 1929. In spite of the 
increased demand there is little evidence of immediate 
stronger prices, in fact shellac shows a decline of 5 cents 
as will be noted in the prices quoted herewith. Paint ma- 
terials generally were a little more active in September but 
well behind the volume of the same month of last year. Lin- 
seed oil is off another 2 points with demand reported as 
moderate. The majority of large consumers are buying their 
linseed oil for immediate requirements. There is practically 
no important advance buying for periods beyond the first 
of the year. 3) 


LINSEED OIL 


PURE LINSEED OIL 
Per Pound 


10.4c. 


eh) On: GE SE MS Gd oo oe eis 6 os rece cence es 
10.0c. 


Tm bote GE & DDIM. OF MIOTS. occ cc ccsccscscssvocce 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per lb.; 12% Ib. cans, 8%c. 
per lb.; 25 Ib. cans, 8c. per lb.; 120 lb. (approximate. tubs, 7c. 
per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5%c. per Ib.; 5 Ib. cans, 4c. 
per Ib.: 12% Ib. cans, 4%c. per lb.; 25 Ib. cans, 4c. per 1b.; 100 
to 120 lb. tubs, 3c. per Ib. 


DRY COLORS 


COMMERCIAL LAMP BLACK, 


In 50 Ib. cases, 1 Ib. packages, 16c. per Ib.; % lb. packages, 22c. 
per lb.; % lb. packages, 30c. per Ib. Assorted sizes, 22c. per Ib. 


In 50 lb. cases, 1 lb. packages, 25c. per 1lb.; % Ib. packages, 
_ per lb.; % lb. packages, 40c. per lb. Assorted sizes, 32c. per 
tb. 


VARIEGATED COLORS , 


Dry colors in barrels varying from 300 to 350 lbs. Prices per 
pound: Prince’s metallic, 3c.; American raw and burnt umber, 
5%c.; Italian raw and burnt sienna, 10c.; turkey raw and burnt 
umber, 6c.; American raw and burnt sienna, 5%4c.; Van Dyke 
brown, 9c.; chrome green, l.m. or dark, 15c.; American venetian 
red, 3c.; Indian red, 15c.; turkey red, 35c.; American vermilion, 
35c.; American yellow ochre, 2c.; imported French ochre, 6%4c.; 
golden ochre, 6c.; chrome yellow, l.m.*or dark, 15c.; Dutch paint, 
llc.; extra gilder’s whiting, 7%c.; ultramarine blue, 28 lb. boxes, 
from llc. to 9c. per Ib 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 Ib. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15¢c. per lb.; alcohol, C. D. No. 5, in steel drums, 43c. per gal. ; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. Spirits turpentine, 5ic. per gal. 


SHELLAC 


T. N. Grade, 164 lb. bags, 22c. per Ib.; 
‘lb. barrels, 29c. per lb.; Orange, 164 Ib. 
per lb., according to grade; 5 lb. Pure White Shellac, 50 gal. 


Vac-Dry bleached, 250 
bags, 23c. and 32c. 


barrels, $1.60 per gal.; 5 lb. Pure Orange Shellac, 50 gal. barrels, 
$1.30 per gal.; 41% lb. Pure White Shellac, 50 gal. barrels, $1.55 
per gal.; 4% lb. Pure Orange Shellac, 50 gal. barrels, $1.25 per 


gal.; 4 lb. Pure White Shellac, 50 gal. barrels, $1.45 per gal.; 
4 lb. Pure Orange Shellac, 50 gal. barrels, $1.15 per gal. 


SPIRITS TURPENTINE 


Turpentine is selling from 49c. to 50c. per gal. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, MINN., Oct. 21. 


ALL business is starting to 
K show some activity in the terri- 

tory tributary to the Twin 
Cities. While the weather has not 
actually turned very much cooler at 
the present writing, there is the ex- 
pectancy of the coming of regular 
late fall temperature which is al- 
ready influencing the public in gen- 
eral to anticipate the purchase of 
needed goods and materials for the 
annual tightening up of the home for 
the winter. 

Stove goods are beginning to sell 
more freely, including stove boards, 
pipe, elbows, coal scuttles and shovels. 
Furnace installers and repairers have 
been busy for the past few weeks, and 
are looking forward to continued ac- 
tivities for the next few weeks. New 
installations are fairly good in num- 
bers, although the slow new home 
building this year has retarded that 
part of the work to some extent. Re- 
pair work is occupying a good share 
of the attention at the present time. 
In connection with this, registers show 
a fair demand. Register and radiator 
shields are beginning to move also. 


HUNTING SEASON HELPS 


Open season on pheasants in Minne- 
sota is adding materially to the de- 
mand for guns and ammunition. This 
is the first time for this event, and 
hunting of pheasants evidently will 
prove very good, as they are quite 
numerous over much of the State. 
Northern ducks are just beginning to 
“come down,” and are stimulating the 
interest in hunting and in the sale of 
hunting supplies. The season is open 
on pheasants in parts of South Da- 
kota and other localities also, and the 
hunting “fans” are very active, 
many parties having been formed for 
the sport. Sales of supplies seem to 
be well up to last year. 

Dealers handling car heaters are 
boosting their sales by appropriate 
advertising and displays. Several 
different makes are being shown and 
sold, and, with the car heater an 
established comfort and convenience 
in the minds of most car drivers, 
there appears to be a very good field 
for sales in this item. Other auto- 
mobile winter appliances are being 
pushed also, with stocks well dis- 
played and advertised. 

According to information from one 
Twin City jobber, his sales of tools, 
cutlery, sporting goods are ahead of 
last year. The representative stated 
“by going after the business, and 
not by waiting for it to come to 
them.” Household appliances are sell- 
ing fairly well, although in many lines 
the sales are still behind those of last 





AT A GLANCE 


Stove goods and related 
lines are beginning to move 
more freely. The pheasant 
season is open and with it has 
come an increased sale on 
arms and ammunition. 

% # & 

One wholesale distributor 
in this territory claims 1930 
sales on tools, cutlery and 
sporting goods are ahead of 
1929. 

* * & 

Futures show some general 
improvement on spring lines 
but holiday merchandise is 
moving in limited quantities. 

* & & 

New prices reported by 
Twin Cities jobbers are as fol- 
lows: 


Red rosin 
0 RS eee ee $2.40 cwt. 
Flat head bright screws 50-10% 


building 


Flat head japanned 

ee DEE Oe 35-10% 
Round head blued 

a 40-10% 
Flat head brass screws 50% 
Round head brass 

4 OO Ee 40-5% 


Warranted half and 
ld 22% cts. lb. 

Strictly half and half 

23% cts. lb. 


UE ince sse Sede es 











year at this time. Improvement is 
noted, however, over sales for July 
and August. 


FUTURES SHOW GAINS 


Futures orders are apparently gain- 
ing to some extent over the rate of 
this spring for fall futures. On rope, 
for instance, one jobber reports quite 
satisfactory bookings for next spring 
delivery. There is an apparent feel- 
ing of confidence in improved condi- 
tions for the coming year in many 
ways. This same confidence in im- 
provement is beginning to make it- 
self felt in sales now, and prospects 
for the rest of this year, not only in 
the hardware line, but other lines as 
well are encouraging. 

Futures in steel goods are not quite 
so good, perhaps, as on rope, but 
orders are being placed, and the vol- 
ume is gaining. Jobbers seem to feel 
that steel goods orders will show 
steady progress. 

Dealers are building up their stocks 
of holiday and gift items in prepara- 
tion for the holiday trade. The move- 
ment is fair, and seems to be gaining 
volume with the approach of the holli- 
day season and the showing of this 
line of merchandise. Cutlery for the 
Thanksgiving demand is fairly active. 


Holiday Interest Fair—General Demand 
Moderate—Collections Vary 


Paint and paint materials are show- 
ing a fair demand, as fall painting 
work is well under way. With the 
curtailment of new building the de- 
mand is somewhat less than normal, 
but repair work and repainting shows 
a fair volume considering the general 
conditions. In fact, the concerted 
movement toward awakening interest 
in this kind of activity on the part of 
the home owner is having some re- 
sults, thus affording work for many 
otherwise unemployed, and adding to 
the march toward better business con- 
ditions in general. 


EMPLOYMENT IS BETTER 


Employment shows improvement 
over August, for instance, according 
to the records of employment agencies 
in the larger cities. Several hundred 
men have been placed in the past 
month in paying positions. Municipal 
activities are being pushed, and em- 
ployment aided in this way. While 
the floating class of labor has prac- 
tically finished the harvest and thresh- 
ing work for the year, many of these 
men are already on their way to work 
in the woods for the winter, and 
others are employed in road construc- 
tion work, which will be carried on in 
this and other States the better part 
of the winter. In Iowa, for instance, 
the largest road-building program 
anywhere in the United States has 
been under way all of this year, and 
will be continued until that State has 
paved highway mileage second to none. 

The condition of collections varies 
with the localities considered. In 
places where the farmers are holding 
their crops for better prices, collections 
are still slow: In others, where di- 
versified farming has gained head- 
way, collections are fairly good, and 
show conditions comparing favorably 
with last year. Where confidence has 
been restored in general conditions, 
the effect is noticed in the volume of 
collections, showing that the money 
is there if the debtor can see his way 
toward paying and not suffering hard- 

*ship later. Naturally, the extreme low 
prices on grain and other produce has 
deterred the marketing of crops. 

Conditions in the heavy hardware 
lines seem to be improving also. One 
jobber in this line stated that sales 
were showing the expected improve- 
ment over the July and August busi- 
ness and that totals compare very 
favorably with those of last year at 
this time. This line includes black- 
smith and automobile supplies. 

Prices are fairly steady, with a few 
items showing changes this week. Red 
rosin building paper is slightly lower. 
Solder shows a decline. Screws also 
show a change in discount. Prices in 
general are firm, however. 
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LOS ANGELE 


Los ANGELES, CAL. 


EPTEMBER continued to show 
S improvements in most industries 

and strengthened the forecast uf 
August for the coming fall season. 
The industrial employment index 
stepped up 2.6 points, with those lines 
not actually showing increases stand- 
ing firm; building permits showed an 
increase of 1 per cent over Septem- 
ber of last year—the first time this 
year that permits have topped last 
year’s figures—and 2 per cent over 
the preceding month. Postal receipts 
exceeded September, 1929, by under 1 
per cent, the second consecutive in- 
crease over 1929. 

Bank debits fell below August; 
stock exchange transactions were 
much more active, showing 51 per cent 
greater total than during August. Re- 
tail sales for August registered little 
improvement over the several previous 
months and were lower in volume than 
during August, 1929. Wholesale vol- 
ume advanced somewhat over the pre- 
vious months, but was still below Sep- 
tember, 1929. 

Among the important industries, 
construction, as reflected in the build- 
ing permit records, had the most 
active month in some time, with public 
projects already let starting active 
work, and building material prices 
rising in practically all branches. 


WHOLESALE VOLUME HIGHER 


While structural conditions are sat- 
isfactory the market is unusually 
slow, with resulting setbacks to grow- 
ers’ returns. The livestock situation 
in this district is not altogether satis- 


factory, due to low prices for both 
cattle and sheep. 

Figures for the value of wholesale 
trade in the Twelfth Federal Reserve 
District indicate a higher figure for 
August than for July, although 19 per 
cent lower than for a year ago. 
Largest declines from 1929 have oc- 
curred in dry goods, furniture and 
shoes. Figures for southern Cali- 
fornia alone show that declines in dry 
goods, groceries and hardware trade 
here were smaller than in the balance 
of the district, 


RETAIL SALES FAIR 


For the Twelfth District little im- 
provement was noted in the volume of 
retail sales compared with the previ- 
ous two months, while August, 1930, 
figures were 11 per cent smaller than 
for a year ago. Price declines in 
practically all lines have, of course, 
reflected themselves in lower sales 
figures, while the actual decline in 
physical volume has been much 
smaller. Department stores report the 
largest declines in women’s coats and 
dresses, furniture, silks and luggage. 


BUILDING PERMITS INCREASE 


New construction during September 
was greater than had been antici- 
pated, with the result that the month 
exceeded both August of this year 
(by 2 per cent) and September, 1929 
(by 1 per cent). Figures for the nine 
months of the year are still about 20 
per cent behind the first three-quarters 
of 1929. That this section is high 
compared with the national trend is 
indicated by the fact that the State 





ARIZON 


PHOENIX, ARIZ. 
ENERALLY speaking, a feeling 
of optimism prevails among 
business firms in Arizona, who 
predict that business conditions are 
on the upward trend. Considerable 

new construction is contemplated. 
Cotton growers are offering employ- 
ment to more pickers than are now 
available. Lettuce fields will soon 
need the attention of many choppers. 
Other labor demands remain with lit- 
tle change from a month ago. ‘The 
usual seasonal migration from the 
cooler to warmer parts of the countiy 
has begun, and an increase of uneni- 

ployed seems to be inevitable. 


COTTON OUTLOOK FAVORABLE 


Conditions have continued favorable 
Government reports pre- 


for cotton. 


Industries Show Improvement. Em- 
; ployment Better—Building Increases 


of California has been second in value 
of building permits for the entire 
country. Los Angeles City permits 
have consistently been one-third of 
those for the entire State. 


AGRICULTURE AND LIVESTOCK 


While there has been a material im- 
provement in prices for most Cali- 
fornia farm products over those pre- 
vailing during the last spring and 
early summer, the demand, except in 
a few specialties, is still relatively 
quiet. The eastern buyers, more than 
ever before, are showing a tendency to 
hold back and to purchase only their 
immediate requirements. Naturally 
this has precluded the possibility of 
expected price increases, although the 
statistical position of many crops 
would, in an ordinary year, dictate 
such a trend. 

The southern California and south- 
western livestock situation is not par- 
ticularly favorable at this time. Cat- 
tle and sheep prices are down, with a 
particularly unfavorable market ex- 
isting for the latter. 

No great change in the livestock 
situation was recorded during the 
month, prices being much similar at 
the beginning and the close, with no 
particularly encouraging factors 
looming for the immediate future. In- 
dications are that because of shortage 
in feed supplies some liquidation of 
cattle and hogs will take place 
through the Corn Belt during the com- 
ing winter season and a partial re- 
sponse in prices may be the result 
during the summer of 1931. 
ANGELES CHAMBER OF COM- 


—Los 
MERCE, 


Cotton Situation Favorable, Providing 


5 


dict a crop of 159,000 bales in Ari- 
zona. This is an average yield of 360 
pounds of lint to the acre. There are 
46,000 acres of pima long staple cot- 
ton, which is expected to produce 28,- 
000 bales, or approximately 275 
pounds of lint cotton to the acre. An- 
nouncements of the fall planting of 
lettuce is given as 18,936 acres, of 
which 15,746 is in Maricopa County; 
1225 in Pinal County, and 1965 in 
Yuma County. The alfalfa crop for 
Arizona is estimated at 638,000 tons, 
an increase of 23,000 tons over last 
year, and a considerable increase over 
the average production of 1924 to 
1928. Alfalfa prices have maintained 
the increase established in July. Ari- 
zona ranks fourteenth among the al- 
falfa growing States of the Union in 


° Employment to Pickers 


volume of production and is first in 
acre yield. 

Generally speaking, a feeling of op- 
timism prevails among business firms 
in Arizona, who predict that business 
conditions are on the upward trend. 
Considerable new construction is con- 
templated. 

Copper has again reached a new low 
level, 101%4c., said to be the lowest in 
thirty years. While this recent re- 
duction has stimulated sales to some 
extent, there does not seem to be any 
immediate prospect of greatly in- 
creased prices. With the present con- 
dition of the copper market there is 
little hope of any material increase in 
employment in the mining districts. 


—M. E. BEMIS, AGRICULTURAL AND IN- 
DUSTRIAL SECRETARY, PHOENIX CHAMBER 
OF COMMERCE. 
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NEW MEXICO: 


ALBUQUERQUE, N. MEX. 


ARLY fall buying shows a de- 
ty cided upward trend and the re- 
tail sales volume now approxi- 
mates that of last year at this time. 
New Mexico will produce 97,000 
bales of cotton this year from 130,000 
acres. The condition of the crop is 
placed at 82 per cent, as compared 
with 81 per cent last year. Alfalfa, 
wheat and oats have made good crops 
this year. Fruits have done well gen- 
erally, especially apples. Sweet pota- 
toes in the southern districts have ma- 
tured well and run heavy tonnage to 
the acre. 


MEMPHIS: 


MEMPHIS, TENN., Oct. 21. 
PTIMISM prevails among local 
CO wholesale hardware firms, who 
expect an improvement of 
business during October and believe 
that the development of holiday busi- 
ness will be satisfactory. 
Preparations are on for winter busi- 
ness and some attention to holiday 
needs and necessities. All are ex- 
pecting a hard winter from a weather 
standpoint, since one extreme follows 
another, and summer was typical. 
Still the effects of the severe drouth 
are felt, the dairy industry is recuper- 
ating slowly, feed shortage has been 
relieved, however, by shipments in 
from distant points. The low price of 
cotton, the lowest since 1914, is felt. 
The crop report indicates a big crop 
in its most recent announcement, but 
so far as the local Memphis territory 
is concerned, by no means a bumper 
crop. In the matter of building, per- 
mits at Memphis show some increase 
over corresponding months last year. 


Stock is generally in good condition 
and doing well. Ranges and pactures 
are good to excellent, assuring winter 
feed for both sheep and cattle. 


OIL PRODUCTION GOOD 


Oil production in the Lea County 
area still holds center of interest. 
Twelve new wells with 103,946 barrels 
daily capacity brought in during Sep- 
tember in this district. Metal min- 
ing shows steady production, with a 
large amount of new operations being 
started. 

Albuquerque building permits are 
about $165,000 less than this time 


Retail Volume Approximates That 
@ of Last Year—Crop Outlook Good 


last year, but anticipate increased ac- 
tivity during last quarter. Roswell 
is building a $75,000 theater, and 
Santa Fe one at $125,000. Municipal 
improvements are active throughout 
entire State. Bids are being called 
for construction of a $1,200,000 Fed- 
eral building in Albuquerque. 

Bank clearings show slightly behind 
last year, but business is on the up- 
ward trend and condition of banks is 
excellent. Aubuquerque showed a 
3.64 per cent gain in postal receipts 
for first half year over same period 
one year ago, 


—EDGARD KNIGHT, SECRETARY, 
QUERQUE CHAMBER OF COMMERCE. 


ALBU- 





General Crop Outlook Good—Trade Prepares 
4 for Active Holiday Business 


This is reflected in a fair demand 
for builders’ hardware, but it is not 
exceedingly brisk. Sporting goods, 
cutlery, tinware hold their own very 
well and household goods departments 
also. These lines appear up to nor- 
mal. 


TOY OUTLOOK GOOD 


It is early yet to forecast what 
the toy trade will be, but local stores 
in several cases are preparing for 
large displays of this character with 
cycle goods and wheeled toys con- 
spicuous. The drouth has_ shown 
marked effects, but with some late 
planting and plans for 1931 taking 
form implement concerns are rather 
optimistic and the multiplicity of 
places of this kind at Memphis and 
Little Rock show progress. 

A good many of the hardware stores 
are featuring in a big way both elec- 
trical goods and radio. 

In the plumbing and enamelware 
trade four local wholesale firms re- 
port some increase in October trade, 


but still below normal. In the con- 
tracting field seventy firms report 
autumn conditions below normal, 
though in October several new build- 
ings of magnitude were contracted in 
Memphis and west Tennessee towns. 
In automotive accessories, covering a 
good many angles in metals and parts, 
some revival of trade is reported since 
the first of October by the three or 
four Memphis wholesale concerns. 
Two of them have recently installed 
machine shops at their main plants. 
Lumber plants are still running about 
50 per cent below normal, as the mar- 
ket has been dull; a very few are 
running full time. A general resump- 
tion will not follow until the lumber 
market is “stronger and demand 
larger. The same condition prevails 
to some extent with cooperage plants, 
though in cooperage an overproduction 
of stock is reported; this with many 
of the mills not active. Some of this 
product is sold in hardware stores. 
Export trade is rather light and the 
domestic trade duller than usual. 





August Auto Tire Output 
23 Per Cent Below 1929 


Inventories of pneumatic casings 
on hand Aug. 31 were at the lowest 
levels, since Oct. 31, 1927, according to 
statistics issued by the Rubber Manu- 
facturers’ Association, Inc., Oct. 14. 

This organization reports 11,570,- 
885 casings on hand Aug. 31, a de- 
crease of 8 per cent under July 31 of 
this year and 19 per cent below Aug. 
31 a year ago. 

Shipments of pneumatic casings 
for the month of August amounted 
to 5,519,867 and represents a de- 


crease of 5 per cent under July, 30 
per cent under August, 1929, and 34 
per cent under August, 1928. 


Household Gas Appliances’ 
Sales Increased in Year 


At a meeting of the Public Utili- 
ties Advertising Association, held 
Oct. 13 in connection with the Ameri- 
ean Gas Association convention, Irv- 
ing M. Tuteur of Chicago, president of 
the organization, said that a survey of 


the industry disclosed increased sales 
during the last year of from 15 to 50 
per cent in household appliances. 

This was due, he pointed out, to 
the maintenance of general advertis- 
ing appropriations by public utility 
companies. He predicted that the en- 
suing year will see advertising appro- 
priations maintained at their present 
levels if not increased. 

The association authorized a study 
of advertising costs and results, to 
supplement previous studies, in the 
effort to gain the maximum results 
from every advertising dollar ex- 
pended for merchandising. 
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C| N N ATI: Slight Improvement in Demand Re- 
Cl N ba ported — Industrial Employment Poor 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, Oct. 21.—While district hardware jobbers indicate a 
slight improvement in the demand for hardware merchandise dur- 
ing the last two weeks, business volume is still behind the level of 
last year. The most active item on the list is denatured alcohol and 
similar anti-freeze mixtures. Other merchandise continues to share 
about equally in the current demand with none prominent. 

Of course, with cocler weather imminent, builders’ hardware is 
not attracting much business. In fact, dealers do not anticipate 
much improvement in this line before the spring. 

Retailers indicate a fair demand, but feel that business could be 
much better. Most of the items moving are seasonal and retailers 
feel that the present improvement may be only temporary and not 
the harbinger of restored activity. 

Industrial employment continues to be poor. Most lines. of in- 
dustry are curtailing employment to cut down expenses wherever 
possible. Many plants are alternating shifts to keep as many em- 
ployed as possible, but despite this there is a large amount of unem- 
ployment. 

Collections are poor. Dealers indicate that with money fairly 
tight, they are having some difficulty in obtaining payment on cur- 
rent invoices and discounts are becoming relatively infrequent. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 


ANTENNA SUPPLIES. | ROOFING. 
100-foot coils, 41c.; 75-foot coils, | K slate, 85-lb., $1.75; light, $1.00; 
2c. | medium, $1. 35; heavy, 60. 
Porcelain insulators, 2%4c. | Competition grade, — 85c.; me- 
Glass insulators, 5c. “ dium, $1.00; heavy, $1.20 


Lightning arresters, 17c. Rosin sheeting, $45 a ton. 


Ground rods, 30c. | 


BUILDERS’ HARDWARE. 


| RADIO TUBES. 
| NX 112A, $2.25; NX 171A, $2.25; 


Sash Weights.—Sash weights, $1.90 NX 201A, $1.25; NX 210, $9.00; NX 
per 100. 222, $4. 50; NY 224, $3.30; NX 226, 
Inside Sets. — Square bevel inside $1.75; NY 227, $2.20; NX 230, $2.20; 
sets in case lots, $3.75 per doz. NX 231, $2.20; NX 232, $3.30; NX 245, 
Butts.—3%% in. old copper and dull $2.00; NX ! $11.00; NX 280, $1.90; 
brass butts, 1l5c. per pair in case NX _ 281, $7.2 
lots; sand blast, brass finished butts, The Be ibsng ‘are subject to discounts 
19c. per pair in case lots. of 40 and 10 per cent. 
ALCOHOL AND ANTI-FREEZE. RUBBISH BURNERS. 
Denatured Alcohol. — 53 gallon No. 1, $8.00 a doz.; No. 2, $11.00 
drums, 50c. per gal.; 5 to 9 drum lots, a doz.; No. 3, $13.20 a doz. 


49c. a gal.; 10 drum lots, 48c. a gal. 
Prices subject to charge of $6.00 for 


each drum, to be rebated upon re- SCREWS. 

Rg Eg Flat head bright serews, 60, 10, and 

of 10 gallons cca a . ais tn Seana 10 off list; flat head blued screws, 50, 

ious Win. & ak, gal.; 10 and ‘= Pd ~—— Mane Bees 
ist; roun ead 

Eveready Prestone. — In gallon brass screws, 40 and 6 off list: bri 

sto ‘ ; ; bright 
aan a gal.; in case lots, $3.60 wire goods, 85, 20 and 5 off list. 
LADDERS. SLEDS. 

Extension, 20 foot, $5.75 each; 24 gag No. 96, $12.35 a doz.; 
foot, $7.00 each; 26 foot, $7.60 each; No. 100, $16.90 a doz.; No. 200, $18.40 
28 foot, $8.15 each; 30 foot, $8.75 a doz.; No. 210, $22.40 a doz.; No. 220, 
each; 32 foot, $9.35 each; 34 foot, $24.80 a doz. ? ; 
$11.00 each; 36 foot, $11.60 each; 40 Flexible Flyers, 30 per cent off list. 
et, — a - 

ension, with windlass, foot, 
— $3%0 sens et feet ti Rage 32 STOVE BOARDS. 

oot, .60 each; 34 foot, $12.25 each; Paper lined, 24 x 24, $7. 

36 foot, $13.00 each; 38 foot, $13.65 Wood lined, 24 x 24° $11.65 a doz 
each; 40 foot, $14.35 each. Mahogany wood lined, 28 x 28, 
$16.00 a doz. 
NAILS. 7 wood lined, 28 x 28, $16.00 
a doz. 


Common wire nails, $2.60 per keg. 


PAINT SUPPLIES. STOVE PIPE. 


Security, blue, 28 gage, 6-in., $14.00 





Ready mixed house paints, $2.75 per 100 joints; 26 gage, 6-in., $16.50 
per gal.; linseed oil, single barrels, per 100 joints; polished, 28 gage, 
$1.04 per gal.; turpentine, in 2 bar- 6-in., $20.00 per 100 joints. 
rel lots, 48c. per gal.; white and red Elbows, blue, 28 gage, 6-in., $1.50 
lead in 500 lb. kegs, 13%c. per Ib., a doz.; polished, 28 gage, 6-in., $2.25 
less 10 per cent. a doz. 





STEPLADDERS. 

Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5. 05 each; 
12 foot, $6.65 each. 

Competition grade, 3 foot, 5le. 
each; 4 foot, 68c. each; 5 foot, 85e. 
each; 6 foot, $1.00 each; 7 foot, $1.55 


each; 8 foot, $1.75 each. 


TIRES AND TUBES. 


Balloon Tires, Best Grade 


Size 
ee $11.07 
MIN 5 ain 6.5: c0 s:a:s-0:0 0-06 a ardicia’s 12.20 
PNET 8 3.5 5-6. oie wide, de b1000'0 0 we a 13.37 
LO ee ie ane ae Gene 16.13 
MUI Soe ois wales. c.0%eewek 16.63 
oe it Se gt 3: EE are inrae 5.43 
2 SE SS A aS oe are rene 8.98 
PIETRO ao alginate wie ttae 9.57 


Tubes—Balloon, Best Grade 


Carton 
~! Six 
Net 
Sh Ee eae $1.79 $1.74 
i See ee eee 2.05 2.00 
29x5.00 
Sere Serene 1.98 1.93 
29x5.00 
a ere 2.41 2.36 
ee ee 2.73 2.68 
29x5.50 


Puncture Proof Balloon Tubes 
High Pressure Tires 


BEEN a. ncaa aeweees 4.65 


32x6.75 


TRELLIS WIRE. 
22 in., $3.95 a hundred feet. 


VACUUM BOTTLES. 


Competition grade, 1 pint, 63c. 
each; 1 quart, $1.20 each. 


High Fate. - pint, $1.00 each; 1 
quart, $2.00 e 

Nickel vat y pint, $1.75 each; 
1 quart, $2.50 each. 


VENTILATORS. 


‘ea gi No. 02, $4.00 a doz.; 
No. 2, $4.80 a doz.; No. 3, $5.60 a 
doz.; No. - $6.80 a doz. 

Deflectair, No. 87, $3.00 a doz.; No. 
117, $4.50 a doz. 

“Continental Wood Frame aey 
Daa — V-836, $2.00; -923 
$2.00; -937, $2.20; V-949, $3.75: 
V-959, 3. 40; V-1537, $3.45; V-1549, 
$5.00 per doz. net 

“Continental Metal Frame_ Cloth 
Ventilators’’—No. 833, $2.50; No. 837, 
“eg, No. 845, $3.75; ‘No. 1137, $3.45; 

1145, $4.40; No. _ $5. 60; No. 
1445, $5.60 per doz. net 

The company will " allow actual 
freight up to 50c. per 100 lb. on ship- 
ments of six dozen or larger. 


WEATHERSTRIP. 


Wood and rubber, No. $17.00 per 
1000 feet; No. 1%, $19. 00 per 1000 
feet; No. 2, $24.00 per 1000 feet; 
No. 4, $13.50 per 1000 feet; No. q, 
oo 25 per 1000 feet. 

ood and felt, No. 70 and 71, 
$18 fr per 1000 feet; No. 7114, $25.25 
per 1000 feet; No. 45, $41.25 per 1000 
feet. 

Nu Strip, $16.50 per 1000 feet. 
Dust Strip, $28.00 per 1000 feet. 
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“La Vérité N’est Pas Toujours Bon 4 Dire” 


paratively small group of big busi- 
ness men. 

It is absurd, therefore, to assert 
that the captains of industry are 
advocating the retention of peak 
wages from any but selfish motives, 
as it clearly is to their benefit to 
assume the role of wanting a high- 
wage scale under present condi- 
tions, where labor is entering less 
and less into their cost of produc- 
tion, and where a high wage allows 
them to pick the cream for such 
labor as they may need. In addi- 
tion, there’s a personal aggrandiz- 
ing effect in advocating high wages 
—it makes a fellow seem like a 
philanthropist, even if he later de- 
cides to change his mind. 

Meanwhile—and here is_ the 
other view of the picture—the small 
business man, small manufacturer, 
and small merchant who also must 
employ labor, and who cannot af- 
ford efficiency experts, automatic 
machinery, and great development 
laboratories, are confronted with 
an established price of labor, fixed 
by the big fellows, which they can- 
not afford to pay and stay in busi- 
ness, because the workman, pro- 
ducing as an individual instead of 
as part of an automatic machine, 
cannot, in most cases, produce 
enough to meet his own cost, let 
alone a profit to his employer. 

Is this condition natural, or is it 
not a direct result of the selfish- 
ness and greed of a group of big 
men who have brought the condi- 
tion about? 

That labor is well aware of the 
situation there can be no doubt, 
even by my belligerent critic, if he 
cares to take the trouble to read 
the transactions of the recent Na- 
tional Labor Convention. 

I am further accused of advo- 
cating the reduction in our stand- 
ards of living, which would bring 
the nation back to medieval times, 
because I have dared to state that, 
in many cases, labor is at present 
being overpaid—I think I am jus- 
tified in doubting my critic’s good 
faith, as I have made no such state- 
ment, and it requires the wildest 
imagination to attempt to read any 
such imputation into my writings. 

My article was on present non- 
employment and existing high 
wages—it was not even remotely 
addressed to the subject of stand- 
ards of living—and the single place 


(Continued from page 25) 


where the standard of living was 
mentioned was when I said that 
living standards “cannot be boosted 
a century in the short period of 
five years.” I still maintain this 
position. 

So long as my critic has séen fit 
to distort the intent of my article, 
and has injected the entirely new 
question of living standards, a few 
words on that subject may be ap- 
propriate, though it cannot be 
fairly treated in a few paragraphs. 

If the gentleman has heard of 
the 50-year business cycle and will 
obtain a copy of the curve, he will 
find by studying it, and the sup- 
porting data, that during the past 
150 years there have been three 
almost completely similar move- 
ments or cycles, and that while the 
general standard of living has 
steadily risen and will inevitably 
keep right on rising, there have 
been regular periods of booms, 
when wages and the standard of 
living have risen to peak propor- 
tions, to be followed by great de- 
pressions, when wages and the liv- 
ing standards reacted far below the 
average—and yet the average kept 
on rising. 

Can anyone reasonably assume 
and sustain their theory from past 
performances that the 1928-1929 
peak wages and peak standards can 
be maintained? 

And, anyway, exactly what does 
he mean when he speaks of present 
standards of living? Does he 
mean the standard of living main- 
tained by a workman regularly em- 
ployed at present boom-time wages ; 
or does he mean the standard main- 
tained by the poor devil who has 
been out of work a year and can’t 
get a job due to the “efficiency” of 
the jazz era, created by our cap- 
tains of industry? Possibly the 
latter standard is already back to 
the use of candles as he suggests— 
fortunately neither is correct. 

My critic quotes President 
Hoover’s criticism of John W. Bar- 
ton at the bankers’ convention, and 
attempts to transfer said spanking 
to me. Personally, I can read the 
President’s expressed views in a 
very different way, and, anyway, 
my own inclination would be to 
agree more with the views of Mr. 
Barton, though he might have ex- 
pressed himself better, than with 
those of the President, as I am not 


blind to the fact that, at the time, 
there was a national labor conven- 
tion on the carpet and fall elec- 
tions are but a few weeks off. 

In other words, one of these men 
was trying to look at conditions 
squarely as they exist, then draw 
his conclusions tor the future, hav- 
ing in mind world conditions and 
past performance; while the other 
avowedly has tor an object the 
stimulation of a weakened popular 
morale, so, naturally, is going to 
put the best foot forward every 
time and suggest the most favor- 
able possible attainment, whether 
justified strictly by conditions or 
not; at least, he has done this very 
thing on other occasions. 

Naturally enough, the captains 
of industry who have expanded 
production without reason or judg- 
ment now find themselves with 
enormous productive capacity and 
no one to sell to—why shouldn’t 
they, in view of the fact that they 
have mechanized their industries, 
advocate the sustaining of wages 
and lots of employment or anything 
else which will assure them a mar- 
ket for this surplus? It’s a case 
of all dressed up and nowhere <o 
go. 

But the trouble is they all want 
the other fellow to pay for it— 
when the showdown comes they 
will lay off workers, cut wages, and 
re-employ at existing levels, what- 
ever they may be at the time, and 
still further reduce the element of 
labor in their costs by additional 
substitutions of machines for men. 

A few months ago my critic 
would have had more support for 
his contention that boom standards 
should be forever maintained—we 
were then more under the influence 
of the recent jazz era than we are 
now. But today, even many of 
the recent new-era howlers are com- 
ing to their senses, and we are be- 
ginning to see articles appearing 
from every section of the country, 
and in all classes of publications, 
in which the writers are taking 
issue with those who are still try- 
ing to jolly the country with false- 
alarm prosperity propaganda, And 
from these articles we learn that 
many who have been loudest in their 
demand for high wages and full- 
time employment are now not alone 
laying off help and placing others 

(Continued on page 54) 
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Now HERE—The 
Remington Standard 
American Dollar 


Pocket Knife. 

















“Making Cartridges”—from a sketch by Theo. R. Davis. That’s how 
they did it in the old days. 


President 
REMINGTON ARMS COMPANY, Ine. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
C1930 R.A.Co. 
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Balanee. 
strength, anda 
stubborn resist- 
anee to wear. 
built into May- 
dole Hammers. 
have for 4 gen- 
erations made 
them the choice 
of carpenters 
and mechanies. 


More than 87 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write us for counter cards and a free 
supply of Pocket Handbooks 23 “C”’ 


Maydole 
Hammers 


The David Maydole Hammer Co..Norwich NY 
3825 




















How Ausman Beats Them To It 


(Continued from page 22) 


than dusting is necessary. One 
man is in the furniture depart- 
ment of Ausman’s all the time. If 
he gets rushed he rings a bell 
which sounds on the main floor 
and indicates that additional help 
is needed. 

With two years’ experience Don- 
ald Ausman heartily recommends 
a furniture department with these 
qualifications—there must be am- 
ple room for display, sufficient 
capital to carry a well-assorted 
stock and not too many competi- 
tors in the same neighborhood. 
This means, of course, that the 
furniture end of the Ausman pic- 
ture cannot be duplicated gener- 
ally, but there are many instances 
where such an addition would be 
very profitable. 

The newcomers and newlyweds 
are, of course, prize customers. 
They come to Ausman and buy 
furniture, housefurnishings, radio, 
hardware and electrical appli- 
ances. That is one of the big ad- 
vantages in the new wide assort- 
ment of goods carried by this 
store. The furniture department 
brings in considerable business 
for other departments and they in 
turn promote interest in furniture. 

Everything in the store but the 
gift goods are visibly price 
matked. For a time the gift items 


were segregated according to 
price, but the plan did not work 
well, and so the assortment is dis- 
played for eye appeal without re- 
gard to price classification. All 
such goods are price marked on 
the bottom so that the prospect 
must handle the merchandise to 
determine the cost. The handling 
of gift items has doubled the sale 
and so Ausman will continue this 
practice. 

Whenever a manufacturer con- 
ducts any kind of selling campaign 
Ausman Hardware Co. lines up 
with the proposition, adding a new 
line if necessary. The store also 
ties up with every holiday or 
other event which can be used to 
promote business. When a spe- 
cial is advertised, the windows 
and the interior displays link up 
directly with the plan. 

Although the Ausman Hardware 
Co.’s new-store would offer an in- 
teresting model for hardware 
dealers to visit and study, both 
of the Ausmans are always con- 
sidering changes both in methods 
and merchandise. They are by no 
means set in their ways. This 
very flexibility in their merchan- 
dising views will certainly aid 
them in the future profitable de- 
velopment of their community 
store. 





Bank Loans Show Increase; Wholesale Index Unchanged 


Business conditions during the 
week ended Oct. 4, 1930, as meas- 
ured by bank debits, outside New 
York City, registered a marked gain 
over the week of Sept. 27, 1930, but 
declined from the corresponding 
week in 1929. 

Wholesale prices as indicated by 
the index of 120 commodities showed 
a fractional change from the preced- 
ing week and were below the level of 
a year ago. Iron and steel prices re- 
mained at the same level as the pre- 
ceding week and like other whole- 
sale prices were lower than in 1929. 
The price for middling cotton at New 


| York showed a slight increase and 





| red winter wheat at Kansas City a 


slight decrease when contrasted with 
a week ago. Both prices were lower 
than for the same week a year ago. 
Bank loans and discounts of Fed- 
eral Reserve member banks for the 
latest week recorded a slight gain 
over a week ago and were only 
slightly below their total of a year 


ago. The average prices of 50 repre- 
sentative railroad and _ industrial 
stocks declined from the prices of the 
week ended Sept. 27, while bond 
prices remained unchanged. Stock 
prices were lower and bond prices 
higher than a year ago. Time money 
rates were lower, while call rates 
showed no change from the preceding 
week. Business failures during the 
past week were less than a week ago. 

For the week ended Sept. 27, 1930, 
increases occurred over the preced- 
ing period in bituminous coal produc- 
tion and hog receipts at primary mar- 
kets. Declines during this period oc- 
curred in petroleum and lumber pro- 
duction, wheat and cattle receipts. 
The activity of steel mills showed no 
change from the week ended Sept. 20. 

Bank loans and discounts, bond 
prices and the Federal Reserve ratio 
for the week ended Oct. 4, 1930, 
showed increases when compared 
with the period ended Oct. 6, 1928, 
two years ago. 

















HARDWARE AGE for OCTOBER 23, 1930 53 





U S. Population Increased 
16.1 Per Cent in 10 Years 


The generally accepted belief that 
the rate of population growth in the 
United States is steadily decreasing 
has been upset by an analysis of the 
figures of the recent ten-year census, 
according to a statement just made 
public by the National Industrial 
Conference Board, Inc., New York 
City. 

“The population of continental 
United States, 122,698,190, recorded 
in 1930, is 16.1 per cent higher than 
that recorded in 1920, while the fig- 
ure for the latter year, 105,710,620, 
was only 14.9 per cent higher than 
that recorded in 1910. This apparent 
increase in the rate of growth disap- 
pears in part when the records are 
closely scrutinized. The census of 
1910 was taken as of April 15 and 
that of 1930 as of Jan. 1. The inter- 
val between the two censuses was, 
therefore, three and one-half months 
less than ten years. On the other 
hand, the census of 1930 was taken 
as of April 1 and represents, there- 
fore, an interval of ten years and 
thrée months since the enumeration 
of 1920. The Bureau of the Census, 
having made adjustments for these 
divers intervals, computes that the 
increase in the two years preceding 
1930 was 15.7 per cent, only slightly 
greater than in the ten years preced- 
ing 1920, when it was 15.4 per cent. 


To meet the need for estimates 
brought about by epidemics, war, 
births and deaths the bureau makes 
from time to time official estimates 
of the population .of the country, re- 
vising its previous estimates. A 
table of retrospective estimates has 
been prepared by the Conference 
Board, and a comparison of this 
table with the current estimates of 
the Census Bureau leads to the sug- 
gestion that “the divergence in the 
estimates would be greatly lessened 
and our current knowledge of popu- 
lation rendered vastly more accurate, 
if there were a more frequent enu- 
meration of the people of the United 
States and if a count were made, 
let us say, every five years rather 
than every ten.” 


In conclusion the report points out 
the obvious need for a more frequent 
enumeration of the people and the 
essential value of this knowledge for 
the guidance of government and busi- 
ness. The Conference Board holds 
that the cost would not be very great, 
because the intermediate five-year 
census need be only a skeleton enu- 
meration, with the full sociological 
details that are gathered every ten 


years. 


New Uses 
For Dazey Churns 


bring new sales 


opportunities fo Jobbers * Dealers 


Theyre Wonderful for 


MIXING PAINT, LAC QUER 
PASTE € CHEMICALS, 


Thousands of Dazey churns are now in 

use by painters, paper-hangers, chem- 

ists, manufacturers of patent medicines, 

beauty lotions and preparations of all 

kinds that require emulsifying. You 

can recommend them as the best mix- 
ers of liquids on the market. 


PUT DAZEY CHURNS ON DISPLAY 

IN YOUR PAINT DEPARTMENT 
Order from Your Jobber 

Dazey Churn & Manufacturing Co. 


Saint Louis, Mo. 



























ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 

The commuter, the farmer, the house- 
wife, all who pass your windows judge 
you and your merchandise by your 
window displays. 


ay 


‘Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 
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A Name 
Nearly Every 
Mechanic 


Knows— 
“AMERICAN SWISS” on a file 


is known to nearly every mechanic. 
The name has stood for quality in 
precision files for over 30 years. 


“AMERICAN SWISS” on me- 
chanics’ hand tools stands for the 
same quality and, when displayed 
in your store, will bring in these 
same satisfied customers. 


The “AMERICAN SWISS” line 
of tools is a wide one, including the 
following items: 


Awls, Marking Joiners, Mason’s 
Blow Pipes, Brass Knurls 
Bobs, Plumb, Brass Pinch Bars 
Chisels Panch 
Yarning and.Calk- Oct. Pin, Solid, 
ing Center, Prick, 


Pin, Drift, Arch, 


Gomer Pin Ge- Metal, Saddlers’ 


tractors 
R. 





Cc. snl 
Cutters san Fluted, Burring 
E. W. Dresser, Serew Drivers 
Washer, Lace Cabinet, Clock 
Serew Driver Bits 
oo E. Wheel Double End, Ratchet 
s 


Sets 
Plug, Stone, Star, ““Knurl, Nail, Rivet 


Steel Scrapers 
Grinders, Valve Deartag, Oual 
Hammers, Tile 

Wrenches 
Holders, Knurl Brace, Socket 
Hooks, Box Adjustable tap 
Write for catalog and list prices. 


American Swiss Tools are handled by most 
wholesale distributors of quality tools. 


American Swiss File & Tool Co. 
400 Trumbull St. 


eat 


Elizabeth, N. J. 





SwisS 


MECHANICS’ HAND 


TOOLS 


PRECISION FILES AND KNURLS 


Buy from your Distributor 











on part time, but are also cutting 
wages. 

For instance, I quote from The 
New West Trade, Spokane, Wash., 
which reached my desk as I am 
writing: 

“Some months ago Henry Ford 
told of the importance of keeping 
men employed and at good wages, 
and indicated his intentions to help 
along that line. And he is reputed 
to have more millions of dollars 
than a dog can have fleas. The 
dailies featured his remarks on 
their front pages. He went home 
and laid off something like 150,000 
men and reduced the time of many 
others. The dailies said nothing. 
Then later he took on something 
like 100,000 men. This, of course, 
was given publicity. We hope all 
those men are still working, full 
time and at good wages.” 

And here is another from the 
current issue of “Barron’s”: 

“Any attempt to set forth the 
unpalatable facts of the business 
depression is variously regarded as 
destructive, unpatriotic or out-and- 
out bear propaganda. The figures, 
however, of railroad carloadings 
and steel operations speak for 
themselves. A conspiracy of op- 
timism, which in the long run 
achieves no particular good, ac- 
counts for the failure to recognize 
the unpleasant truths of a major 
business depression and a _ bear 
market, both of which even now 
the most sanguine will concede 
have been under way all year.” 

To my way of thinking, the 
wage earner will find himself bet- 
ter off when things settle down to 
a normal basis than he was before 
—he will not be drawing the high 
wages of the boom period, nor will 
he be paying boom prices for what 
he buys—his general standard of 
living will rise, compared with the 
past, as already pointed out, but 
he will find it impossible to in- 
dulge himself in all kinds of ex- 
travagances which were placed at 
his disposal during the recent jazz 


“La Vérité N’est Pas Toujours Bon 4 Dire’ 


(Continued from page 50) 


era. There’s a whale of a differ- 
ence, however, between the ques- 
tion of high wages and that of the 
standard of living. 

After this article was written, 
there came to my desk the current 
bulletin from “Standard Trade and 
Securities Service,” in which the 
entire labor question has been la- 
boriously studied and presented— 
I quote a few paragraphs as a fit- 
ting summary of the views I have 
presented above: 

“But wages, by and large, com- 
prise the largest element of costs, 
and we therefore believe that 
where wage rates are relatively so 
high that costs are being main- 
tained above the level at which 
products can profitably be sold at 
current low levels of income, reduc- 
tions are ultimately inevitable. 

“While it is true that every re- 
duction in wages reduces a given 
amount of potential purchasing 
power, it is equally obvious that 
comparativély high wages in cer- 
tain key industries can so dam up 
the flow of business in important 
directions as to hold in check a 
much larger volume of possible 
purchasing by those attached to 
industries which were first to feel 
depression, 

“We therefore anticipate that, 
under the urge of economic neces- 
sity, wage reductions must be ef- 
fected in all lines which have not 
yet fully adjusted themselves to 
the changes in demand and supply. 
We see no other way out of our 
present difficulties. 

“The history of American labor 
shows conclusively that, through 
larger per capita output, real 
wages have steadily expanded, and 
that the wage earners’ share of 
total national income is rapidly 
increasing. In the now apparently 
inevitable event of a permanently 
lower world-wide basis of general 
values, wages in terms of dollars 
must decline. On the other hand, 
wages in terms of unit purchasing 
power will continue to increase.” 





Cream City Ware 
Described In Booklets 


Two interesting and attractive booklets 
on new Cream City ware are being dis- 
tributed by Geuder, Paeschke & Frey 
Co., Milwaukee, Wis. One, a four-page, 
illustrated folder, describes the new line 
of “Black-bottom” enameled ware re- 
cently developed. Large illustrations, at- 


tractively shown in color, add interest and 
beauty to the folder. The reading mat- 
ter explains why this new development 
in enameled ware hastens cooking and 
conserves fuel, and how it increases the 
efficiency of electric stoves or other types 
of stoves. The other booklet describes 
a new complete line of Cream City cake 
covers, bread covers and wood and enam- 
eled trays. Each style of cover is illus- 
trated in actual colors. 
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‘Farm Wages Show Decline; 
Available Help Excessive 


Farm wages on Oct. 1 were at the 
lowest level since January, 1923, be- 
cause of poor crop prospects, farm 
products price declines, and the fact 
that the supply of farm hands is 
more than 40 per cent in excess of 
the demand, according to the Bureau 
of Agricultural Economics, U. S. De- 
partment of Agriculture. 

The bureau says that the excessive 
supply of farm hands “is a reflection 
of the continuance of the present ex- 
tensive business depression which 
has scattered unemployed industrial 
workers throughout agricultural sec- 
tions in search of a livelihood. The 
supply is in excess of the demand in 
all geographical sections, ranging 
from an excess of 24 per cent in the 
North Atlantic States to 49 per cent 
in the South Central States.” 

The combined index of farm wages 
on Oct. 1 is placed at 150 per cent 
of the 1910-14 pre-war level. This 
is a drop of 10 points since July 1, 
this year, and a drop of 24 points 
since Oct. 1 a year ago. Wages de- 
clined from July 1 to Oct. 1, this 
year, whereas in the past five years 
there has been an average seasonal 
advance of 2.6 points during this 
period. 

Day wages of farm workers not 
provided with board now range from 
about $3.50 in the northeastern in- 
dustrial States, and $3.40 on the Pa- 
cific Coast, down to $1.05 to $1.15 
from South Carolina to -Mississippi. 
The North Central States show an 
average of $2.60 per day, and the 
average for the country is $2.12. 
Farm workers provided with board 
are receiving an average of $1.61 per 
day, and $31.81 when hired by the 
month. 


Freight Car Loadings Increase 
For Week Ended Oct. 4 | 


Loading of revenue freight for the 
week ended on Oct. 4 totaled 972,492 
cars, the car service division of the 
American Railway Association an- 
nounced Oct. 14. 

This was an increase of 22,111 cars 
above the preceding week this year, 
but a reduction of 207,455 cars below 
the same week last year and a de- 
crease of 214,540 cars compared with 
the corresponding week in 1928. 

Loadings for the week compared 
with the same week last year follow: 

Miscellaneous freight, 393,889 cars, 
a decrease of 86,040 cars; merchan- 
dise less than carload lot freight, 244, 
855 cars, a decrease of 28,144 cars; 
coal, 169,413 cars, a decrease of 33,144 
cars; forest products, 41,552 cars, a 
decrease of 19,138 cars; ore, 41,430 
cars, a reduction of 24,478 cars; coke 
loading amounted to 8654 cars, a de- 
crease of 3502 cars. 

Grain and grain products loading 
for the week totaled 42,620 cars, a de- 
crease of 6929 cars. In the western 
districts alone grain and grain prod- 
ucts loading amounted to 29,751 cars, 
a decrease of 5097 cars. 

Live stock loading totaled 30,079 
cars, 6080 cars under the same week 
in 1929. In the western districts 
alone, live stock loading amounted to 
24,118 cars, a decrease of 5246 cars. 

All districts reported reductions in 
the total loading of all commodities, 
compared not only with the same 
week in 1929, but also with the same 
week in 1928. 





; About Our Ducks 


(Continued from page 30) 


detailed enough to stand by itself. 

The information in the ‘chart is 
gleaned from two most admirable 
works. The first is a voluminous, 
four-volume edition, beautifully illus- 
trated, entitled A Natural History of 
Ducks, by John C. Phillips. The sec- 
second is a small handbook, How to 
Know the Ducks, Geese and Swans of 
North America, by Charles B. Cory. 

There is a little more of interest 
that might be added, though the pho- 
tographs and chart can stand by them- 
selves and will enable any one to iden- 
tify any of the ducks he is apt to bag 
in his locality. 

The speculum is a patch or band on 
the wing, formed by the end portion 
of the secondary wing feathers, which 
is of a different color. It is most no- 
ticeable in ducks and is a great help 
in distinguishing one species from an- 
other. 


In passing, it is interesting to note 
that the mallard is known to cross 
occasionally with a number of other 
species. Some sixty or seventy hy- 
brids have been recorded. The pintail, 
the black duck and the widgeon 
crosses are the best known. 

Ducks are to be found in most every 
part of the world, though their true 
home is in the poorly drained plains 
of the temperate and subarctic re- 
gions. Twenty-three species are found 
in the great inland breeding grounds 
of northwest North America, and 
three or four more in the rocky bar- 
rens that lie east of Hudson Bay. 

With this chart and these two pho- 
tographs you should be able to iden- 
tify any wild duck that you may kill 
in North America. Know the game 
you kill. You will find it adds much 


to the sport. 





A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 


Geo. Baker €& Sons, Inc., 


Brockton, Mass. 

















Signs Sold $14,000 More Goods 


for one store that used a 


[in riA A 
SHOW CARD WRITER 


WFR AW 


continuously for 14 years! 


An average of a thousand dollars a 
year. During these fourteen years 
the NATIONAL Show Card Writer, 
operated by clerks, has paid for it- 
self many times over. 

NATIONAL Show Card Writer is 
the simple, fast, and practical sten- 
ciling method for making your store 
signs. Send a card—today—for full 
information. 


NATIONAL SIGN STENCIL CO. 
Incorporated 
1602 University Ave. 
St. PAu MINNESOTA 


Canadian Distributors: 
National Display Specialties, Brockville, Ont. 
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defied with the 


No 35 
TURNER BLOTORCH 


Snow, wind or cold have no effect on the punctual 
performance of the No. 35 Turner Blotorch. This 
torch can be generated in one-fifth of the time re- 
quired to generate an ordinary blow torch and it 
stays generated indefinitely whether used indoors 
or out of doors. It is a handy and wonderful work- 
ing companion in all seasons, but in the winter time 
for out of door use it is a real jewel. 








TURNER 
NO 38 } GASOLINE 


Every mechanic can afford the No. 35—eventually 
all will have one. Get yours now and enjoy its time 
saving benefits. 

The No. 35 has no drip cup to fill or spill. It 
employs a patented internal carburetor and generator. 
An intensely hot blue flame is delivered by the gen- 
erator to the undervein, acting as a pilot light and 
keeping the torch constantly generated. The working 
blast can be turned on and off as long and as 
frequently as desired. 

The No. 35 will keep you working on schedule all 
through the winter. Send today for catalog and 


prices. 


THE TURNER BRASS WORKS 

801 Park Ave., Sycamore, Ill. 

Western Branch—1284 Sunset Blvd., 
Los Angeles, Cal. 









Please send me complete information and prices. 
DE woh phicthdvh-adchatdbeeweateuseenwe sine 





Coming Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

THIRD ANNUAL CONVENTION OF THE AMERICAN ASSO- 
CIATION OF MASTER LOCKSMITHS, Hotel Pennsylvania, 
New York City, Nov. 12, 1930. Walter S. Orrell, secre- 
tary, 206 Pearl St., New York City. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 9, 10, 11, 1931; place to be decided later. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1931; date and place to be decided later. 
Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman; Chicago, Feb. 10, 11, 
12, 1981. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1981. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION CONVENTION 


| AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 18, 1981. 


Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 


| Hardware Building, Mason City. 


KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 23, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MissouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

(Continued on page 58) 














HARDWARE AGE for OcTOBER 23, 1930 


57 








The Blair Mark 
of Quality 


on a new line of 


LOW-PRICED MOWERS 





Meet low-priced competition with a line that 
bears a mark of quality known the country 
over for fifty years. 


— What’s more — 


this new Blair line is a quality product— 
sturdy—well-constructed—and backed by 
the Blair guarantee. Every mower in this 
class carries Blair exclusive features—the 
Drawceut principle—the stationary knife 
screwed to the under bar. 


—Now— 


you can display a quality line that will meet 
every demand—these new Blair low-priced 
mowers—and the high-grade Hercules, 
Pilgrim, Automatics and Universals. 


Ask your wholesaler for details and prices or 
write us. 


BLAIR MANUFACTURING COMPANY 
Est. 1879 
Springfield, Massachusetts 











BLAIR Drawcut 
LAWN MOWERS 

















No. 220 


hroughout 


the life of any structure 


‘GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 
NEW YORK: 45 WarrReEN ST. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Market ST. 
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Coming Conventions 


(Continued from page 56) 


MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 18, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 


MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
iene. } | dates to be decided later. John T. Bartlett, secretary, 
Sa. 2005 Mapleton Ave., Boulder, Colo. 
NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 


NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago, IIl., Jan. 





ECORA 
ERFECT 
ATCHING 
LASTER 











It 















Sees OT OE 11-17, 1931. Warren Edwards, secretary, 308 West 
Up | Ba 62 yao res Washington St., Chicago, Ill. 








NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEW YORK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NORTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 


like a skyscraper when you consider 
that every householder needs a car- 
ton and the profit is generous. 
Fine for repairing cracks in plaster 
or tile. Cartons of 2% to 15 Ibs. 
Write for samples and prices to 
Pecora Paint Co., 4th Street and 
Glenwood Avenue, Philadelphia, 
Pa. Established 1862 by Smith 


Bowen. 





































KIMBALL 





ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 


keep. ) 


Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 

















KIMBALL ELEVATORS 


KIMBALL BROS. CO. 


1205-19 Ninth St. 


Council Bluffs, Ia. 


5AA 














EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1931. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 1931. 

(Continued on page 60) 
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No. 03246 
White Finish 
Tumbler Holder 


Ringco Bath Room 








We also make 
Furniture 
Trimmings, 

Upholsterer’s 

Nails, Eyelets, 

Grommets and 

Washers 


No. 03767 
Tumbler and 
Soap Holder 














White Bath 
And 


RINGED 


There’s a cleanliness about 
Room Fixtures that appeals to women. 
there’s another appeal that’s built right into these 
fixtures— 


Fixtures are Rust Proof 


Their base is Eternal Brass which never rusts or 
wears out. Consider what this means to house- 
Should the White Enamel become broken 


by accident, your customer’s towels, or her best 


wives. 


guest towels will never be stained or ruined by 


rust. 


Choice of white, nickel, or chromium finish. Send 


for catalog and price list. 


AMERICAN RING COMPANY 


Waterbury Connecticut 

Branch Offices: 

Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 


Chicago—29 E. Madison St. 

















Why you 
should stock 
Atlas Tacks 


Every box of Atlas Tacks 

and Small Nails contains 
quality, quantity and brings 
quick sales. The boxes them- 
selves will be remembered by 
your customers. . . Ask your job- 
ber for the Atlas line ... they 
are always available in both qual- 
ity and price range. 


ATLAS TACK 
CORPORATION 


Fairhaven, Mass. & St. Louis, Mo. 


y, Double Pointed Tacks and Staples, Rivets and Burrs 
Eschutcheon Pins, Furniture Nails, etc. 











Some Slants on Selling More Hardware 











New Angles That Have 
Paid Big— 


HERE’S a reason why some hardware merchants 


get along better than others. The difference is in 
their methods. Right methods are the result of experi- 
ence, judgment and resources. 
Half a century of specialization in the problems of retail 
merchandising has given the Heller organization a wealth 
of information on the science of profitably selling hard- 
ware. We have examined the reasons for both success 
and failure. 
If you are a hardware merchant, if you are ambitious, 
if you are open minded—send today for this book. It 
will be sent without cost. 


Business’ | 3 Store 
Building H LLE Equipment 


W. C. HELLER & CO. 


700 Bryant St., Montpelier Ohio 
N. Y. Office: 20 Vesey St., Suite 500 


Sign in the Margin. 
Tear out this ad and 
mail today. 10A 
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SOLDERING LUGS— 


All Styles, Sizes, Quantities 
SE AMLE SS TUBING— W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 


Lengths and Coils 
SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
We want to quote where quality cousts TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 


SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 


Minneapolis, Minn. 
NEAR the top of the good-will ladder, you will 
Sed HALE povteces, They hove eet TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 


leadi lace, steadily but surely with recognition of the fact that the 
HALL trade mark is a guarantee of dependable quality. VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1981. Dan 


And ill also find HALL products near the z 
top of the sales ladder. Continuously, for 21 years, | Scoates, secretary, College Station. 


the demand for hardware bearing the HALL trade 
VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 


mark has mounted tremendously. 


Th d-will and sales advantages that the name % 
“HALL” can bring to your place of business are | TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1981. 


if yoy py an apg ay nad ee olen. Thos. B. Howell, secretary, 802 Broad St., Richmond. 
HALL MANUFACTURING COMPANY, 

Cedar Rapids, lowa WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 

AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 

Headquarters, Daniel Boone Hotel. Exhibition in the 

Armory Building. James B. Carson, secretary, 708 


Mutual Home Building, Dayton, Ohio. 


WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 


Sales Stevens Point. 
Accounts Suggestions for the Care and Conservation of 


Wire Rope 


Wa nted (Concluded from page 33) 


rollers be of a larger diameter than those which are 
grooved. Material used for rollers may vary accord- 

































Y Write for Free Catalog of Trade-building Items 














Are betes desirous of se- ing to service conditions and this material must be 
curing good Sales Ac- decided by experience and the wear involved. In cases 
counts to handle on a where rollers wear quickly, it will invariably be found 
commission basis? that a knuckle condition exists, and the proper design 


of knuckle sheaves will remedy this. 
If so, look over the ads Proper Lubrication Stressed 

in the “Classified Oppor- OST rope manufacturers stress the value of cor- 
tunities Section” in this rect lubrication. This, of course, is important if 
the foregoing recommendations are given due consid- 


paper. 
eration. It is impossible for the manufacturer to give 
a new rope sufficient primary lubrication to last the 
It’s the place to find entire life of the rope. Considering that in the usual 
them. 6 x 19 hoisting rope there are 114 wires, all of which 
are in contact at 3 or more points, it will be appreci- 


ated that there are a great number of frictional sur- 
faces. No machine will last long without lubrication 
and awire rope can be classed as a precision instrument. 
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It is a fact that, as soon as corrosion is initiated, it 
cannot be checked, although the marks of corrosion 
may be erased by the action of surfaces wearing on 
each other and each polishing the other smooth. One 
must therefore look farther than the surface for evi- 
dences of corrosion. First remove the lubricant 
from between the valleys in the wire rope and examine 
between the strands. Secondly cut off an end of the 
rope, and take it apart so that all of the inside wires 
and the center may be examined. 

It is important that the rope center should be 
maintained in a thoroughly lubricated state. This 
can be accomplished only by the use of the correct 
lubricant. A lubricant containing acid should never 
be used. The hemp center is put into a wire rope as a 
cushion for the strands, and to keep the rope from 
flattening, and also to absorb and hold a lubricant. 
Part of this is squeezed out into the steel wires when- 
ever the rope travels over a sheave or drum. The 
correct method and proper time interval of lubricating 
a wire rope can be ascertained only by a close examina- 
tion of operating conditions and a study of the various 
lubricants. 

Protection in Wet Locations 


General recommendations only serve to becloud the 
subject, as operating conditions vary to such a great 
extent. It can be said, however, that for an extremely 
wet condition a protector is essential—this becomes 
merely a plain lubricant where corrosion is not a fac- 
tor. The various degrees between are obtained by 
mixing the protector and lubricant together. 

It is essential, also, to employ a lubricant manufac- 
tured specifically for wire rope. In some instances a 
lubricant not made specifically for this purpose has 
been found much more detrimental to the rope than 
the elements against which it has been used as a pro- 
tection. 


How to Apply the Lubricant 


Methods employed for applying a lubricant to a 
wire rope again differ, according to conditions. In 
some cases it can be satisfactorily applied as a grease; 
in others, as a light oil that can be applied cold. It is 
essential in mine work that the lubricant be applied 
hot, so that it will be able to penetrate well into the 
center of the rope, where it will be absorbed. The best 
method is to run the rope slowly through a trough 
having a depth sufficient to allow the rope to be in the 
lubricant for a period long enough to allow for pene- 
tration. A wiper can be placed at the end of the box, 
to prevent the escape of any excess lubricant. 

Booklets have been prepared by the various Ameri- 
can manufacturers of rope illustrating several ways 
of applying the lubricant under varying conditions. 
It is well to bear in the mind that lubrication of wire 
rope should begin when the rope is placed in service, 
and that this should be continued at regular intervals 
throughout its service. If a wire rope is neglected for 
any length of time it is exceedingly difficult to obtain 
the correct degree of lubrication throughout its length. 
Hence it follows that proper and systematic lubrica- 
tion, together with frequent inspections of auxiliary 
equipment, will increase wire rope service and make 
for safe and economical wire rope operation. 








Protects Securities Carried By 
Bank 


Messengers 


Almost every day 
you read of some 
Bank Messenger 
being robbed of 
valuable securities. 
This PEERLESS 
Handcuff Accessory protects such securities. It con- 
sists of a Single Peerless Handcuff attached securely 
to one end of a strong five-foot chain, with a three- . 
inch ring attached securely to the other end of the 
chain. Bank Messengers say it is the best ever made. 
Send for prices. 


Peerless Handcuff Co., Springfield, Mass. 




















Improve Your Store and 
Keep Your Small Hard- 
ware in Order at Very 
Low Cost. 


GREEN’S 


Impro ved 


STOCK BOXES 


AND 


SIZES TO FIT 
YOUR SHELVES SMALL PARTS CABINETS 


Write for Price List 
THE GREEN COMPANY 


250 W. 57th STREET, NEW YORK 
FROM YOUR JOBBER OR DIRECT 











Wan: for Water 
System Catalog L, 
which gives com- 
plete information 
on Deming Shal- 
lowandDeepWell 
Water Systems. 
THE DEMING CO.. 
Figure SALEM, OHIO « Est. 1880. 
Demin 
wizezt | DEMING 


Water System. 
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CAROLUS CUTTERS 
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ieee. Too} steel jaws; tough 
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ales Representatives—Surpless, Dunn & Co. 
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Wedge 


Will split any log up 
to rail length. Pays 
for itself in a few 
hours. 


Every hardware 
store should display 
this wedge. Get it 
started among your country 
trade and it will bring you 


Exploding 








A tool of great 
value to every 
timber man and 
farmer. 






|? a nice lot of business. No 
EXPLODING “ timber man or farmer will 
CHAMBER be without it once he sees it 


work. Retail price $5.00. 


Order from your jobber, or write us 
for descriptive folder and prices. 


Hutchinson Manufacturing 
Company 


7732 Susquehanna St., 
Pittsburgh, Pa. 


For splitting logs, fire wood, 
eord wood, fence posts, mine 
props, pulp mill wood, etc. 
Does the work of ten men. 











You can Believe in these Signs 


The Tape-Marker and the red, white and blue surface 
markers are certain identification that the rope contain- 
ing them is Columbian. 

Columbian Tape-Marked is the Rope your customers ex- 
pect. It is durable, waterproofed, flexible wet or dry and 
contains the broadest guarantee in the rope industry. 
Order Columbian from your jobber. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 
Branches :— 
New York Chicago Boston NewOrleans Philadelphia 











PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. "*- E30—Enamel_ Dial 


232 East Ohio Street, Chicago No. G30—Glass Dial 


Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 





Garery Rou Wysegeance 


r] TRADE MARK 


CAN OPENER 


at 
> 
Can Opener 


The World’s Best Can Opener 
Recommended by the National Can- 
ners’ Association. After opening 
500 cans, Safety Roll was as good 
as new. It cuts the top out of all 
sizes and shapes of cans and saves 


the juices. 


A wonderful kitchen tool and sure-profitable-seller. Genuine tool steel 
Free sample and prices sent on request to rated firms. tempered cutter. Spe- 
cial roller construction 
VAUGHAN NOVELTY MFG. CO. ny 
Manufacturers of Quality Kitchen Tools ; 
3211 Carroll Avenue Chieage, U. 9. A. §, safety, cutiod ede 
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BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free 





; <r 
SIOERING PASI 


EY 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 








SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SJate) 5 an 0.0). 0D, 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the stapdard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 


OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 











cA good name to look for on dry 
batteries, radio tubes, and flashlights 


FRENCH BATTERY COMPANY 
Factory: Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Ill. 




















THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohie. 








Improved ‘‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


¢ Line of Better Pipe Tools 
This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 


tirely around the 
pipe. 















Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
— Improved Knife Blade 
Design — Cut faster, last 
longer. 





Write for ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 
P-10 814 N. Francisco Ave. Chicago, U. S. A. 





66 | WA 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
_ FORT WAYNE, IND. 








Up-to-date Catalogs 
You should have at hand 


Stanley Tool Catalog No. 129 
Stanley Hardware Catalog No. 14 


Send for Copies 
THE STANLEY WORKS 


New Britain, Conn. 


STANLEY HARDWARE & TOOLS 




















Moving Time Is Number Time 


October—moving month for millions! A_ big This ts the 

field for house numbers. Display the Premax iaea 

line—the finest house numbers made—promi- num with heavy 

nently on your counter. You'll find them prof- eS ee tee 

itable—priced for ample margin and sold with- in both brass and 
’ ‘ : aluminum. Write 

out effort. They're made of pure aluminum with 

a baked-on, black enamel background—bold and 

contrasty. Designs are graceful and easily- 

readable under any light condition. Their 

smooth finish is unaffected by the weather. Here 

are the numbers your customers want. Have 

them ready. See your jobber or write to 


PREMAX PRODUCTS, Inc. 


240 Tenth St., Niagara Falls, N. Y. 


PREMAX Deluxe HOUSE NUMBERS 








' 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 


RATES apply to “Business 





Positions Wanted and Help Wanted 

advertisements at Special Rate of 

eme cent a word, minimum fifty 
cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” Advertisements. 

Set Solid, Minimum of & lines......§$3.00 
Each additional line............ 60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line... 
Average 10 werds te «a line 
Allow One Line fer Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, wanes ete., requiring meee than ordinary reforwarding postage should not 
be addressed to box 


BOXED DISPLAY RATES 
tote sistent Sethss2sccccectees 400 


Discounts for Classified Ad 
4 insertions, 10% off; 8 insertions, 15% eff 
Due to the special rate, these discounts de 
net apply on Position Wanted or Help 
Wanted Adverti 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 











coccccees BO 








ed 
289 West 89th St., New York City 














BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








BUSINESS OPPORTUNITY. FOR SALE TOOL 
AND CUTLERY MANUFACTURING BUSI- 
NESS, FACTORY MACHINERY, DIES FOR- 
MULA. NAME AND COMPLETE EQUIP- 
MENT FOR THE MANUFACTURE AND MAR- 
KETING OF CAR-VAN STEEL PUNCHES, 
CHISELS HAND AND EDGE TOOLS, BUTCH- 
ER, HOUSEHOLD, INDUSTRIAL AND POCKET 
KNIVES, RAZORS, ETC. AN ESTABLISHED 
BUSINESS CAN NOW BE PURCHASED AT A 
RIGHT PRICE. FOR INFORMATION AD- 
DRESS F. J. WILSON, CARE THE WILSON 
RUBBER CO., CANTON, OHIO. 














POSITIONS WANTED 








Advertising Executives 


The Advertising Men's Post of the American Legion—Free 
Employment Service, has several members who can qualify 
for the position of Advertising Manager, Sales Manager, Pub- 
lisher's Representative, etc. 

Please send a statement of your requirements to J. W. 
Byrnes, Chairman of the Committee, at the address given below. 


Before you are requested to interview any man, the com- 
mittee, composed as follows, will make a preliminary examina- 
tion of his qualifications in the light of your needs: 


F. MULLEN, J. 
National Broadcasting Co. 


A. G. ENSRUD, 
J. Walter Thompson Co. 


RODGERS, 
McGraw-Hill Co. 
F. Pe RALSTEN, 

. H. Ralsten Co. 


G. pron I, 
H. G. SCHUSTER, Good Housekeeping 
Chicago Daily News Magazine 
W. W. ROSS, 


RALPH NIECE, 
Nation’s Business 


Williams, Lawrence & 
Cresmer Co. 


Address: J. E. Byrnes, Chairman, Employment Committee, 
Advertising Men’s Post American Legion, Room 1305—66 -_E. 
So. Water, Chicago, IIl. 


HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge 
and handling men, desires change. ‘Can furnish first class references. 
Middle West or South preferred. Address Box 1-983, care of HARDWARE 
Ace, New York City. 


COMPETENT SALESWOMAN — Conscientious — initiative — under- 
stands selling thoroughly. Seeks permanent connection. Five years’ ex- 
perience buying and selling Hardware, Housefurnishings and _ Electrical 
Supplies. Address Box I-982, care of Harpware AGE, New York City. 


HARDWARE MAN with 12 years experience as manager of Retail 
Hardware Store and 8 years. as manager of Retail Lumber Yards desires 
poosition preferably in West. Married and has family. Can furnish best 
of references. Address Box I-988, care HarpwarE AGE, New York City. 


SALES REPRESENTATIVES WANTED 


SALES Representative Wanted. A lock manufacturer with an estab- 
lished, world wide reputation, presently producing one of the most modern 
and competitive lines on the market has to offer a most attractive propo- 
sition for coverage of the Middle West Jobbing Trade. Will consider 
only high caliber man presently working the territory with one or two 
good kindred lines on a commission basis and able’ to produce evidence 
of his successful contact with trade mentioned. Address Box I-987, care 
of Harpware Ace, New York City. 

















WANTED three salesmen now calling on hardware and housefurnish- 
ings trade in Greater New York, Westchester and Nassau counties to 
sell line of Galvanized Metal Ware, garbage and ash cans on commission 
basis. Write full details, territory, lines now selling. Address Box I-986, 
care of Harpware Ace, New York City. 


SEVERAL 





territories open for live manufacturer’s agents calling on 
hardware dealers, department stores, etc. We have a first class specialty 
that is a necessity and priced to sell. State territory and lines now han- 
dled. Address Box I-984, care of HarpwarE AGE, New York City. 





SALESMAN wanted to call on wholesale hardware trade; to take a 
small article as a side line; good commission paid. Address Box I-985, 
care of Harpware AcE, New York City. 


ROPE SALESMEN WANTED—100 per cent pure Manila roe eS 


lb. basis. Fast selling side line, five per cent commission. UN 
FIBRE COMPANY, 82 South Street. New York City. 


SALES ACCOUNTS WANTED 














COMMISSION LINE WANTED 


Experienced salesman wants a quality line or item for Illinois retail 
hardware trade on commission. Have -sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state thoroughly in car except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 235, Peoria, Illinois. 























EXPERIENCED hardware and housefurnishings man seeks permanent 
business connection. Have had my own successful retail store and have 
also sold both goods and services to retailers. Live wire on selling, adver- 
tising, display, etc. Married and have three children. Can offer 
: — references. G. DUNCAN MacLEOD, 680 Warren St., 

rooklyn, 





POSITION WANTED —Salesman, age 33, married, six years’ experi- 
ence in retail hardware store and six years’ selling to the retail trade. 
Wishes position with wholesale house or manufacturer. References furnished. 
aa confidential. R. F. FRAAS, JR., 2894 Grand Concourse, 

ronx, N. Y. 








NATIONALLY known salesman and merchandiser desires to represent 
a manufacturer of tools, cutlery, hardware and household specialties, toys, 
auto-accessories; commission basis; Pacific Coast territory, California, 
Oregon, Washington. Wants merchandise for distribution through job- 
bing houses, department stores and large retail channels. Good financial 
rating. Can furnish A-1* references as to qualifications and character. 
Services from January Ist, 1931. Address Box I-963, care of HarpWarE 
Ace, New York City. 


MANUFACTURERS Sales Agency. A selling organization represent- 
ing four manufacturers of hardware and builders’ lines for 15 years in 
Chicago is in a position to take on an additional line going to jobbers, 
department stores and similar outlets. Have specialized in the introduction 
of builders’ hardware specialties through architects and builders. Pre- 
pared to carry small service stock and to make attractive ground floor sales 
display. Very highest references. Address Box I-972, care of HARDWARE 
AcE, New York City. 
































HARDWARE AGE for OCTOBER 23, 1930 


65 












































































THE ADVERTISERS INDEX is published i and not as a part of the advertising contract. Every care will be taken to index correctly. 
“a allowance will be made for errors or failure to insert. 
A pb Seerccrseri a ee — | Klein & Sons, M........-+-see0% — | Reynolds Wire Co. .......--++-+- -—— 
__ | Devoe & Raynolds Co............ — | Kohler Die & Specialty Co — | Rich Pump & Ladder Co......... — 
=. | 2 oe aaa a RUREEANGG S255 cc cccceweees — | Kokomo Stamped Metal Co....... — | Richards-Wilcox Mfg. Co........ = 
8. 15 | Di 1 Calk Horses! Cc — | Kraeuter & ¢ — | Richards Ball B ing Skate Co. — 
Allith-Prouty Co. 15 ee = . orseshoe Co...... raeuter Mets attaie tas erat ae 6's ean _ = ng Skz 2 
A L ’ Mie cece cccccccccce — xso ” SCAT U..wsecceccece oor, 
Feeling + og a O0..2 +2540 __ | Disston & Sons, Inc., Henry.... — Robertson, Arthur R.. PS ic 
ae mae es. ~~ | Dixon Crucible Co., Joseph...... — | Lamson & Sessions Co......-..-- — | Robinson, Edward E. ..........-- —- 
American Fork & Hoe Co 
Se eras Domes of Silence, Inc........... 66 Landers, Frary & Clark........- —- | Robinson, M. W. .......-see0++ — 
American Gas Machine Co....... 9 . . Leyse Aluminum Co — 
‘acabcican National Co _* | Duluth Show Case Co..........- | Se eer et ete seeees Rose, Frank, Mfg: Co.......+--- — 
‘American Ring Co. ...........-- 59 | Dux Dishmop Co. .....-..--.++- a oon Boda Glass Co..... — Rese & OOH g We sies ecacencaske -- 
TN AGM Es heath 4 P. ©, EPSP ere HOOK eee eee Rotax Company, Inc........sce.. — 
American caer L Mie. ae 66 i _ ree, 
Amerlean Screw Co. <-..-c0.0... ba ee “aa. — | rae : 
‘American Sheet & Tin Piate Co.. — | Eagle-Picher Lead Co............ pa , , eee sere re ets sn scetes or 
American Stainless Steel Co — | Eastern Nail Co. ....... a M sina € se ey = 
American Steel & Wire Co....... — | Eastern Tool & Mfg. Co.. __ | McCarthy Mfg. Co. .......----- = gent c as ee a 
American Swiss File & Tool Co.. 54 | Eclipse Machine Co. ..........+- 2 | McKinney Mfg. Co. ..........-- IS at £ IE = 
anerteon Telephone & Telegraph Edison Lamp Works ...........- — ey ere page pce ee pen a <enveneeeas ees a 
SS Re meee ee UES oacbcia oc H0.001s occas =| eee eee Ss 
American Weekly ............0% == | MRO TERRIARAE GO, coc ooo vce __ | Malleable Iron Fittings Co. ..... — |] ww ‘ ~— 
Anti-Borax Compound Co. ....... Gl meee Meo ..... ce: — | Mansfield Tire & Rubber Co...... — | Salles Bros: cen cet eee = 
Apes Mtg Go. 5.5.55... 000 — | Wlectric Cutlery Co............-- — | Marshalltown Trowel Co. ....... —| Simson Cordage Works.......... 63 
Armstrong Bros. Tool Co. ....... 63 | Electric Soldering Iron Co...... has Martin-Senour Co. ............0. _ Ss: cS téc a aera : 
‘“aaiine mee Ob. ............ —_I In Aer = | Martin Varnish Co. ............ Sd, [heehee hn ea 
4 z ° eos Empire Level Mfg. Co..........-.- Savage Arms Corp. — 
psn age Factory Distributors... — | Estate Stove Co. .............45 _ | Marvel Rack Mfg. Co., Inc...... => | Schatz Mfg i Fee er en —_ 
Atkins & Co., E. ©........0.-6-- 16 | Estwing Mfg. Co. ........-..--. — | Maydole Hammer Co., David .... 52 | Scnlage Lock Co. ...........0.. = 
Atlas Tack Corp. eee re ree ree 59 | Evansville — _— errr __ | Meadows Mfg. Co. .......-..... “~~ | Schrade QUIEN ODL. sc. csco es _ 
B Everedy Co., ae mig Mtg. Co., A. F...... oe Segal Lock & Hardware Co pests 
eae alah TS SS ee Ca ees 
Ba k Co., The W. W.......-- ae Eversharp Ning MD cit e35 Fieve ae — | Milwaukee Brush Mfg. Co. ...... ats = —— oe. og lag — 
Sa err —< F Milwaukee Stamping Co.......... — iin co ows agg ele eal 
Baker, Geo., & Sons............ 55 | F. & N. Lawn Mower Co......... — | Monarch Mfg. Co., The.......... _- ~_ oC Bronze Powder & Sten- 
Ballonoff Metal Products Co...... eee eee eo — | Montague Rod on Reel ee — Shelt “a hae SE a aan a 
Barlow & Seelig Mfg. Co......... — | Fairmount Tool & Forging Co.... — | Moore Push-Pin Co. ............ —|]a pried hrs CoH = Aen a 
Barney & Berry, Inc............ _ | Farrand, Inc., Hiram A......... — | Morse Twist Drill & Machine Co. — | Snowearder inc. ”....... 002... a 
Bartlett Mfg. Co. — | Fate-Root-Heath Go. .. rc rene — | Murphy Sons Co., Robert........ Ey eee = 
i <i Ae A __ | Faultless Caster Co. ......+-..+ — | Murphy Varnish Co. ............ —I6 — eatin Ga = 
RM ee eek aie a IG __ | Federal someneeges & ‘Stamping Myers & Brother Co., F. E...... 4 | Simonds-Worden-White Co. ..... ae 
ee i ah: oecneage alias ~ ba eee eee re 
Beckley Ralston Co. ............ TI De IBS i als oie's.5 0:5 cnc eiccere — | not; related et ple a lla ea ae 
: — | Forsb eee ~_ | National Carbon Co. ............ __ | Simonsen Iron Works.........-.-- - 
— —* OT eae Fox, nF - : _ i sddbemirine oh aR — | Smith, Inc., Landon P. ......... -- 
Bethlehem Steel Co. ............ — | Frantz MEEPS Sis 55s 3 se cb Seis — | National Enameling & Stamping Smith, Seymour, & Son, Inc...... 
Bingham Engraving Co. ........ a. | Wrench Battery Co. .........00 63 wisteaal sais Beata ceneensern ey ie — pate se A gl ee eecccecscccees — 
Biase Carpet. Sweeper OS. aces as G National Show Card Writer...... — | Standard Electric Stove Co...... — 
a — Gendron Wheel Co... apertssetes pe National Sign Stencil Co. ....... 55 orca — Equip. © 
Blai Fy ye mee? ssid ese pieces eely Nut & Bolt Co............ — | Standard Tool Co. ...... 
Ms Be eas tenes Getz Power Washer Co.......... — | New Haven Clock (Co.......... aus | Stanley WOPEW 60 cesses 
Reutey Con pring P NEC... see eee — | Gender, Paeschke & Frey (o..... — | New Jersey Zine Co........... ee ES A Recor 
Boston Varnish Co. ae : BEd i : res as y= arch ee eae te oes an od York Wire Cloth Co........ aay spat —_ sae , 
: : 3 ] Z hn eee — | New York Knife Co............. — | Stewart Iron Works 
— Hose & Rubber Co. — | Globe American Corp............ — | Nicholson Pile Co. ............. g | Strong Mfg. Co. ............... -- 
ded Mfg. cae ee ae — —— a Furniture Co. — — Lamp Works, | SS sears oak — Electric Products Corp.. — 
ate eS ousekeeping ............ — | Norman Mfg. Co. .............. — | Swan Co., James ...........--. <3 
Brammer Washing Mach. (o..... — a... 61 North ban ten Fi ar aa Sj giipiieatai sian! ideas aa 
Bridgeport Chain & Mfg. Co...... —— | Greenfield Tap & Die Corp....... _— Nepeatk Tock Co | eeahipeertess = bal 
Bridgeport Hardware Mfg. (o.... — | Greenlee Tool Co. ...........+-+ — | Norwich Wire Works ........... — | Laubman’s Inc. ................ 
pe ope et a” ee — | Griffin Mfg. Co 57 Technical Glass Co., Ine 
rinkman Engineering Co....... —_ 3 Sage Sai : oO Thom E Sc 0. ns... 
g z pson & Son Co., Henry G... — 
Brown & Sharpe Mfg. Co........ 5 Hall Old Colony Distributing Co...... — | Tilley Ladder Co., John S....... —- 
Brush-Nu Co. ........... — | Hall Mfg. Co. 60 | Oliver Iron & Steel © Toledo N y 
Buffalo Wire Werks Co ‘a. Vine oe — | Hankscraft Co. — ta ron ae — oledo Metal Wheel Co ‘+ COR ARIE SP ey 
0., Hanl a Good c ie neida Community, Ltd. ........ 68 | Toledo Pressed Steel Co......... -- 
Bunker-Clancey Mfg. Co... mame anion man Co.........-. Onken Co., O Tol Whe 
Burgess Battery Co. ........... ER ORIOL. og 55's cose ress — se dots ea eat ws acne * elbarrow Co. .....-.- a 
“2 eee eee 4 Ontario: Kaife Co. ....0..c08se0 — | Tremont Nail Co. .........es0e: _ 
Burley & Winter Pottery Co..... — | Harrington-Richardson Arms Co.. — | Osborn Mfg. Co Trimont Mfg. C 
Gabdiog Battery & if 7 3 Hart & Cooley Mfg. Co.......... ME Mfg. RE a ee er — imont Mfg. Co. ....--++..++++ nah 
je aw. Mfg.- Co...... Helse Hotel System............ ~_ | Outing Mfg. Ca. ............... —_ — PTS Wie tierern cere — 
Fi RI “+ iiettiertaCo.. W. Ol. 5...5.0... 80 ee eet nek oreirnes aa 
Cc en on + 3 pealy i ii i Tubular Rivet & Stud Co........ 13 
Carborundum Co. .............. soni Powder eae ei eb-a.euk oe _ Co. TEIN iene lo ee oie. 56 
eR ae 61 erschel Mfg. Co., R. ......... — | Page Steel & 1 (PSS ie ae tal = v wo RI . 
Chain Products Co. 4.00002... 67 Hibbard, Spencer. Bartlett & Co.. — Page Steel & Wire Co........... = | Turner, Day & Woolworth Tan- 
ee a ee ran aie a . Brass Co........... — | patent Novelty Co. .........cc. act ieee Meee == 
Champion De Arment Tool Co.... — | Hoeft & Co. ...........-..-00- ~- coma a ne oS a — | Turner & Seymour Mfg. Co...... 
Cheney & Son, 8................ | Hoppe, Inc., Frank A........... — | Peck, Stow & Wilcox Co... ...... Se ee ag 
— eee! Bhate COo......260. — Leb bay — secre eeareeeeee — Pecora Paint Co eee ne BR U 
cago Spring Hinge Co. ....... = ubbar OD. ceceeeerssrerces — | Peerless Handcuff Co. .......... 61 | Union Fork & Hoe Co —_— 
Caristy UNCER oo scecwak bane _ a. tee ee eee ener enee 1 | Pelouse Mfg. Co. ..........0.0. 62 | Union Hardware Co. .........-. — 
ge ee — UPC, WH. Be weceeceseresccercce — | Pennsylvania Lawn Mower Wks.. — | Union Steel Products Co —_ 
eran Mom =. ed hin atemrae ten —_ Heteklosn Mts. _ POE 7 Perfection Mfg. Co. ............ Be Co eee : os 
y as RR ey vr — + COL cece eee eeene Perfection Stove Co., Inc........ — | United Screw & Bolt Co......... a 
Fe wae Wine Boring Peek Cy —_ . ial i TI — et, ee a oe ee ON eee — 
heteewte — mperial t & Snap Co......... — aris Tire & Rubber Co........ — | U. S. Stamping Co _ 
ve Se a Re ees —|T ial K PENG Sh | RS ae 
Coldwell Lawn Mower Co........ — ieiccnioas tack” Co BE ee Philadeiphic , ey “Mower " Co.. =< ¥ 
Coleman Lamp & Stove Co....... — | Indiana Steel & Wire ag ce 7 EMG. .écss * __ | Vaughan Novelty Co 62 
oo Rope Co. Ingersoll Steel & Disc Ob,.: a050 <> eae MORN EE ee oe _— Vichek Tool Co. EDA EGER -- 
wv BE Se 5 6 se 2ares ah 4 i Ingersoll Waterbury Watch (o., Pittsburgh Plate Glass Co....... — | Vollrath Co. .....eee eee eeeeees = 
ongoleum-Nairn, Inc. aes Silt oa coke ta odo’ ae ba — | Pittsburgh Plate Glass Co. (Paint 4 
Continental Screen Co. International Harvester Co. of ERE ee -—— - 
Got Ge a MN 30 ses sees ote o 5 va ve ani Pittebargh Steel Co. .... an wagner. Electric oom. Ta — 
Cpl A ees ee. a ee eee ree — lumb, Inec., Fayette R.......... mat all, P., Mfg. & Supply Co..... — 
Cooper Thermometer Co. ........ Se NE ND oo sc. cseis's 5 6 5a s elec ee — | Plymouth Rubber Co. .......... — | Walworth Co. .....-.seceereees EK 
Sel in eF isa tes = j | pplesteetvelbegepane = | Winnie og Bai 
Sane Waee Oe Gg | Jennings Mtg. Co., Russell... .. eal = 1 deena — | Wesnberne, B. G., & O0..--.--- = 
Reames coe : orter, H. Ere BS ea ea 
SPORCMORD BOER MOD. 50s 66:4 06.8 45 e010 Fo era & Johnson. ....... :a7° — | Pratt & Lambert, Tne : Westinghouse Electric & Mfg. Co. —- 
Cortland Grinding Wivet Corp...) — | Johnson Arms & Cycle Works, | Promax Products, Inc. .......... 63 | Whiting-Adams Co. .........-. = 
ae Lo are eters “oder ~— | Prentiss Vise Co. .............. - Wickwire Brothers ......--.---- 1¢ 
Critben & Sexton ‘ye alee tse i City Chamber of C 11 Pregresive Mig. Co. .....0.20; __ | Wilson-Imperial Co. .........-- a 
ea Mae sce ia — ansas City Chamber of Commerce Pyrene Mfg. Co __. | Winchester Repeating Arms Co... — 
Cyclone Fence Co. ............. Py | “ee eS at ee rae Witt & Bine.G6.,. Jone sccccctces -- 
Kelly Axe & Tool Works of the R Witt Cornice Co. Pe ET ee Tee -- 
tin ti ts D . American Fork & Hoe Co...... — Roading are — | Wolverine Supply & Mfg. Co..... — 
8) BM isiees osccccadeve a enton Hardware Co. .......... —- eed & Prince Mfg. Co.......... — | Wolverine Tube Co. ...........- 60 
Damascus Steel Products Co..... a= | mewter Golmer Co. ....5.5...3.%% — | Remington Ares Co., ‘fon Execs 5 Wood Shovel & Tool NE er -- 
Dazey Churn & Mfg. Co......... 53 | Kewaskum Aluminum Co. ....... — | Remington Cash Register Co., Inc. — | Wooster Brush Co. .......+-++-+ os 
DeBoer Mfg. RT a er Keystone Steel & Wire Co....... — | Rennous-Kleinle Div. of Pitts- Worthington Co., George........ = 
Delta BMiertrie Co. oc cccsvceccs oo Kimball BOG. (OO; 0 occ cas + 0G, CB burgh Plate Glass Co.......... — | Wright Steel & Wire Co., G. F... 66 
OCP eee re ee 61 | Kingston Products Corp. ........ wae BORE. CRP OD. 6 o.6.5:5.00:0.0:00.0 mas USE ae - 














THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 














66 HARDWARE AGE for OCTOBER 23, 1930 








Every bale of Su- 
perior Brand 
Hexagonal Netting 
unrolls straight, 
flat and true. Try 
it and prove it 
yourself. 


Straight selvage. 
Evenly woven 
mesh. Heavy gal- 
vanizing. 





Replace it 
with ..A 


KIMBALL 
ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 
pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 





Consumers look 
for the netting 
with the Rooster 
trade-mark. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! 


KIMBALL BROS. CO. SUPERIOR 


1205-19 Ninth St. 
Council Bluffs, Ia. 6AA 


















































Lovely Enameled Thumb Tacks 
SELL ON SIGHT 


Home lovers can now secure our beautiful 
tacks in all colors that harmonize with interior 
furnishings and decorations. 


Size 7/16” diameter. Made in 12 colors. 36 
Tacks on a block. Retail at 10c per block, 
$14.40 per gross. Cost Dealers $9.00 per gross 
of blocks. 


Packed 12 blocks in a box—12 boxes in a 
carton. 


We Also Manufacture Upholstery Nails, Thumb Tacks, 
Celluloid Covered Tacks, Fancy Nails, Etc. 


If Your Jobber Cannot Supply You— REY, 
Write Us Direct. RR Ne 
R. E. MILLER, Inc. 
35 Pearl Street New York City 


REN @ BOT ay 
BRIN III III eres 
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Put SALES SUGGESTION ¢o Work for You 


N THIS PICTURE a man who came in just to buy a few washers 
is going out with 30 feet of sash chain, too ... SALES SUG- 
GESTION alone is going to pull his money across the counter 
... You have to stock chain, so why not stock it the Hodell 
way, in only 2% square feet of floor space, and let it. sell 
itself? ... If your jobber doesn’t sell the Hodell line, write us. 


purpose. Coil chains—Tie-out chains—Halter chains— 


Soank 1, 1 


Porch swing chains—Cow Ties—Pump Pp 





There is a style of Hodell Quality Chain for every 
chain—Sash chain—Dog chains and leads—Kennel chains. 


THE SHAR) PROVVETS £9 
COOPER AVE. and PENNA. R. R. + CLEVELAND, O. 





CITI ici irri ris iii iri iii isi iii iiiiitiii iii ii tii iii iii livi itil iii 

THE CHAIN PRODUCTS COMPANY 

Cooper Ave. and Penna. R. R., Cleveland, Ohio NAME ane 
Please send me full information on Hodell 


Chain and the Hodell Chainstore. ADDRESS_ __ CITY 
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lhis Advertisement means Pore Sales for TUDOR PLATE Dealers 


A\ll this fine TUDOR PLATE 


5O PIECES 


in the 
FULL-DOZEN WEDDING CHEST 
with two FREE Trays and 
Stainless Steel Knives 


$3650 


Enough for all Occasions 
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| eae SILVERWARE—and enough—that is what 
TUDOR PLATE makes possible for you—at half 
of what you expect to pay. 
Beauty —in the vivid, dynamic SKYLINE design — 
smartness—modernity—charm—created by the de- 
signers of COMMUNITY PLATE. 
Quality —loveliness that endures through years of 
faithful service—guaranteed for a quarter-century. 
Enough Silverware for all your needs—a full, gener- 
ous service—no borrowing—no piecing out with 
odd spoons and odd forks. 
The money you expect to pay for half dozens gives 
you Full Dozens in TUDOR PLATE. For instance : 

12°Teaspoons $4.00 12 Soup Spoons $8.00 

12 Table Spoons 8.00 12 Salad Forks o.oo 

12 Dessert Spoons 8.00 12 Dinner Forks 8.00 

12 Dinner Knives, Stainless Sreel 13.00 
Designed, Made and Guaranteed: by the Makers of 
COMMUNITY PLATE. 
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99 


{ree MIRROR TRAY 
with Stainless Steel Knives 

















SKYLINE Service Ware 
To complete the smart modern appoi of your table, TUDOR 
PLATE gi quisitely designed service pit » pitchers, 
serving dishes~to match the vivid beauty of SKYLINE. 

‘The tea set shown above is $2 5°° 








Chp ou FREE BOOK Coupon Today 
TUDOR PLATE DIVISION 
ONEIDA COMMUNITY, Led., Oneida, N.Y. 
Please send me ‘Setting Your Table with Happiness” 
Name — 
Sereet and Number eis acedinsllanasicsn 





City and Stare —_ aed 
To iasure my getting this book, I include mame and address of my 


nvarest Silverware dealer: 





This isa reproduction ofa full page in color which appears tn the Sundap Paga;ine Section of seventeen great American newspapers. 


reaching 6,036,686 people. 








